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h people  interested  in  newspaper 
publishing  have  had  a  lot  of 
opportunity  to  read  about  Knight 
Ridder  recently.  Articles  in  national 
and  regional  newspapers,  in  the 
industry  trades,  and  on  various 
media  Web  pages  have  thoroughly 
tracked  a  number  of  events  at  our 
company,  among  them  the  March 
resignation  of  a  prominent  publisher 
and  the  April  announcement  of  a 
workforce  reduction  —  the  largest  in 
our  history. 

Some  of  the  coverage,  appro¬ 
priately,  has  placed  these  events  in  the 
context  of  an  industry-wide  revenue 


articles  in  The  New  York  Times,  in 
The  New  Vbrker  Magazine  and  in 
American  Journalism  Review,  among 
others,  had  been  questioning  the 
company’s,  and  our  industry’s,  com¬ 
mitment  to  journalistic  excellence. 
The  questions  derived  from  a  heightened 
ftxrus  on  profit  in  the  years  since  1995 
and,  from  time  to  time,  related 


cost-containment  measures. 


and  we  watched  costs  closely.  In  1995, 
the  overall  margin  was  11.3%.  In 
2000,  it  was  20.8%.  Our  critics  ask 
us  why  that  isn’t  good  enough?  The 
answer  is:  For  a  public  company, 
operating  in  extremely  competitive 
capital  markets,  “good  enough”  is  not 
acceptable.  Either  we  make  Knight 
Ridder  an  A-team  player,  or  risk  the 
possibility  that  someone  else  will 


Here,  some  context  may  be 
helpful.  Knight  Ridder  is  the  largest 
“pure-play”  newspaper  company  in 
the  United  States.  It  is  the  nation’s 
second-largest  newspaper  publisher 
measured  by  circulation.  And  it  is 


Against  that  backdrop,  our 
critics  charge  that  it  is  not  possible  to 
maintain  a  high  level  of  journalistic 
excellence.  Any  cut  in  newsroom 
personnel,  they  say,  will  diminish  us. 


downturn  as  sharp  and 
sudden  as  we  have  ever 
witnessed.  Some  teports 
have  pt)rtrayed  them  as 
reflections  of  a  company 


Speaking  For 


determined  to  elevate  its  business  per¬ 
formance  to  the  same  high  standards 
it  holds  for  journalism.  Others,  how¬ 
ever,  have  used  these  same  events  to 
demonize  management  and  to 
castigate  both  our  journalism  and  our 
business  strategy. 

In  the  face  of  it,  we  have 
been  urged  to  do  more  to  explain 
“our  side”  of  the  issues  raised.  Here 
are  our  thoughts: 

The  resignation  of  Jay  Harris, 
then  publisher  of  the  San  Jose 
Mercuty  News,  in  March  triggered  a 
renewed  outpouring  of  concern 
am.  ng  journalists  that  the  pursuit  of 
proh  at  Knight  Ridder  —  and  within 
the  in  astry  —  was  irreparably  under¬ 
mining  journalistic  quality.  We  say 
“renewed”  because  for  some  time 


also  a  public  company.  Historically, 
we  have  been  revered  for  our  journalism, 
but  not  for  our  financial  performance. 

By  the  mid-1990s,  we  decided  to  change 
the  latter.  We  decided  that  to  do  right 
by  our  shareholders  (in  addition  to  the 
readers,  advertisers,  employees  and 
communities  who  are  our  other  stake¬ 
holders),  we  ought  to  expect  from 
ourselves  financial  results  equal  to 
our  journalistic  results.  Said  another 
way,  we  felt  that  our  overall  perform¬ 
ance  should  be  within  the  top  tier  of 
our  industry  peers. 

To  accomplish  that,  we  under¬ 
took  a  variety  of  revenue  generating 
tactics,  including  many  new  revenue 
initiatives;  we  infused  new  manage¬ 
ment  into  many  of  our  newspapers;  we 
revamped  our  incentive  systems  .  .  . 


Any  drop  in  resources  will  wound. 

We  don’t  agree. 

In  all  of  Knight  Ridder,  even 
after  the  recent  workforce  reduction, 
we  have  roughly  the  same  level  of 
newsroom  employees  we  had  in 
1996  —  before  the  dot-com  induced 
revenue  run-up  prompted  us  to  hire 
more.  We  have  about  the  same  amount 
of  newshole  we  had  in  1997. 

We  place  a  premium  on  the 
hard  news  take-outs,  the  investiga¬ 
tions  and  the  public  service  projects 
that  arc  at  the  heart  of  anybody’s 
definition  of  fine  journalism.  And  we 
win  a  lot  of  prizes.  Miami  and  St. 
Paul’s  Pulitzers  for  beat  reporting,  in 
2000  and  2001,  respectively,  are  the 
most  celebrated.  Others,  this  year, 
include  three  SPJ/Sigma  Delta  Chi 


>KNlCHTray:)DER> 


We're  local, 
coast  to  coast, 
in  newspapers. 


^he  Philadelphia  Inquirer 
fcefroit  Free  Press 

Miami  Herald  &  el  Nuevo  Herald 
''^'5«Jose  Mercury  News 
Tl^B^nsas  City  Star 
'  TrflHBiprIotte  Observer 


Fort  Worth  Star-Telegram 
Saint  Paul  Pioneer  Press 
Contra  Costa  Newspapers 
Philadelphia  Daily  New4 
Akron  Beacon  Journal 
The  (Columbia,  S.C.)  State 


Lexington  (Ky.)  Herald-Leader 
The  Wichita  (Kan.)  Eagle 

>  The  Macon  (Ga.)  Telegraph 
'  Tallahassee  (Fla.)  Democrat 

>  The  (Wilkes-Barre,  Po.)  Times  Leader 
'  Duluth  (Minn.)  News  Tribune 


awards,  the  Aldo  Beckman  Award  for 
White  House  coverage,  the  Robert  F. 
Kennedy  Award  for  a  series  on  abuses 
in  the  immigration  asylum  system, 
the  Goldsmith  Award  for  Investigative 
Reporting  of  police  departments 
illegally  handling  seized  drug  money, 
the  National  Headliner  Award,  features 
—  and  more. 

At  the  same  time,  we  have 
more  people  covering  more  local 
news  now  than  we  ever  did,  and  we 
have  more  people  devoted  to  the 
kinds  of  utilitarian  features  that 
readers  tell  us  time  and  again  that 
they  want.  All  of  it,  together. 


abounds.  The  world  is  wacky  and 
people  always  do  screwy  things. 

It  is  our  mission  to  make  sure  the 
public  knows.  Acknowledged  or  not, 
were  an  essential  oil  squirt  in  the 
mechanism  of  democracy.  And  few 
newspapers  —  certainly  not  ours  — 
deter  an  aggressive,  talented,  thought¬ 
ful,  creative,  accurate,  persistent 
reporter.” 

Gene,  of  course,  was  speak¬ 
ing  for  one  newspaper,  but  his 
eloquence  is  an  inspiration  for  all  of 
Knight  Ridder.  Quality  journalism 
reflects  nothing  so  much  as  the 
publisher’s  and  editor’s  determination 


Knight  Ridde 


comprises  our  definition  of  “quality 
journalism”  in  2001. 

There  is  another  dimension 
to  this  “quality”  issue.  It  has  little  to 
do  with  numbers  and  resources.  It 
has  everything  to  do  with  talent, 
commitment  and  leadership. 

In  the  words  of  recently 
retired  Gene  Miller,  one  of  The  Miami 
Herald’s  most  celebrated  journalists 
and  a  two-time  Pulitzer  winner: 

“The  point  is,  at  least  for 
me,  almost  all  journalism  is  personal 
...  A  single  reporter,  a  single  editor, 
a  single  edition  or  a  single  set  of  stories 
could  always  make  a  crucial  difference. 
That  is  no  different  today,  no  matter 
the  budgetary  restraints,  FTEs,  space 
limitations  or  profit  goals.  News  is  a 
constant.  Opportunity  perpetually 


to  make  it  happen.  Not  because  it 
will  make  the  newspaper  sell  better 
—  mediocre  newspapers  sell  very 
well  -  but  because  it  fills  him  or  her 
with  pride,  with  dignity  and  a  sense 
of  worth.  Those  are  the  reasons  we 
get  up  in  the  morning. 

As  we  write  this,  the  news¬ 
paper  industry  revenue  environment 
remains  troubled.  Second  quarter 
advertising  revenue  was  down  8%; 
profits  were  down  29%,  and  at  least 
going  in,  the  third  quarter  did  not 
appear  to  be  improving  significantly, 
lb  deal  with  this,  many  of  the  major 
newspaper  companies,  including  Dow 
Jones,  Gannett,  New  \brk  Times  and 
Tribune,  have  downsized  their  work¬ 
forces  between  five  and  ten  percent. 
Knight  Ridder’s  number  is  between 


nine  and  ten  percent,  achieved  largely 
through  buyouts,  attrition  and  early 
retirements. 

The  restructuring  will 
position  us  to  take  maximum 
advantage  of  the  recovery  when  it 
comes.  More  importantly,  it  will 
ensure  the  healthiest  possible 
company  going  forward.  This  year’s 
revenue  plunge  is  a  cautionary  tale 
about  how  cyclical  business  can  be. 
Financial  health  is  not  just  about 
shareholders.  It  is  about  the  success 
of  our  employees  and  our  collective 
success  at  generating  fine  journalism, 
serving  our  advertisers, 

and  giving  back  to  the 
communities  we  serve. 

These  things 

I  •  •  •  we  value.  It  is 

our  responsibility,  and 
highest  priority,  to  preserve  them. 
Our  future,  in  which  we  have  every 
confidence,  depends  upon  them. 


Tony  Ridder 
Chairman  And  CEO 

Steve  Rossi 

President/Newspaper  Division 


Mary  Jean  Connors 

Senior  Vice  President/Human  Resour  es 


h  ■  C' 

Jerry  Ceppos 
Vice  President/News 


Information  for  Life 


Belleville  (III.)  News-Democrat 
Columbus  (Go.)  Ledger-Enquirer 
The  (Biloxi,  Miss.)  Sun  Herald 
The  (Fort  Wayne,  Ind.)  News-Sentinel 
The  (Myrtle  Beach,  S.C.)  Sun  News 
■  Bradenton  (Fla.)  Herald 
Grand  Farks  (N  D  )  Herald 


The  (San  Luis  Obispo,  Calif.)  Tribune 
The  Monterey  County  (Calif.)  Herald 
.(State  College,  Pa.)  Centre  Doily  Times 

-  Aberdeen  (S.D.)  American  News 
>  Warner  Robins  (Go.)  Daily  Sun 

-  The  Olathe  Daily  News 


...and  on  the 
Real  Cities  Network. 


REAL 

(hies 

www.realcities.com 


FCC  will  MOVE 
ONOWKERIP 


After  pausing  to 
recognize  the 
thousands  of  victims 
of  the  terrorist  attacks 
on  the  United  States 
last  week,  the  Federal 
Communications  Com¬ 
mission  began  a  pro¬ 
ceeding  Thursday  that 
could  eliminate  the 
federal  media  cross¬ 
ownership  rule  by  the 
middle  of  next  year. 

By  a  4-0  vote,  the 
commission's  three 
Republicans  and  one 
Democrat  agreed  to 
decide  the  fate  of  the 
mle.  It  now  bars  com¬ 
mon  ownership  of  a 
daily  newspaper  and  a 
broadcast  station  — 
whether  radio  or  TV  — 
in  the  same  market. 

Newspaper  compa¬ 
nies  long  have  chafed 
at  the  FCC's  failure  to 
review  the  rule. 

The  FCC  said  it 
would  consider  a 
range  of  outcomes, 
from  retaining  the  rule 
unchanged  through 
eliminating  it.  It  set  a 
90-day  period  for 
comments  and  replies, 
placing  it  on  course  to 
deliberate  during  the 
first  half  of  2002. 

-  TODD  SHIELDS 


Witli  the  worlil  crashing 
down  all  around  them 


New  York-based  daily  newspapers 
provided  praiseworthy  public  service 
after  worst-ever  terrorist  attack  on  U.S. 

Editor’s  Note:  On  Sept.  11,  newspapers  throughout  the 
country  began  coverage  of  a  catastrophe  of  unimagin¬ 
able  proportion.  With  the  exception  of  a  spate  of  ill- 
informed,  hubristic  editorials  offering  unsought  advice 
on  the  condujct  of  the  presidency  during  a  crisis,  the  press 
—  and  the  media  in  general  —  performed  admirably. 
The  four  dailies  in  New  York  (as  well  as  Newsday,  The 
Record,  arul  The  Star-Ledger  across  the  rivers)  over¬ 
came  utter  chaos,  personal  tragedy,  and  in  .some  cases 
bodily  injury  to  produce  outstanding  editions  that  did 
what  newspapers  do  best:  inform  and  serve  the  public. 
Here  are  their  stories.  —  William  F.  Gloede 

The  Wall  Street  Journal 

WALL  Street  Journal  staffers  found 
themselves  ha\nng  to  chronicle  the  deadliest 
terrorist  attack  in  U.S.  history  only  after 
narrowly  escaping  death  themselves.  The  Journal, 
headquartered  four  blocks  from  the  World  Trade 
Center,  was  near  ground  zero. 

As  debris  fell  Irom  the  sky,  employees  scrambled 
down  the  World  Financial  Center’s  stairs  about  9:15 
a.m.,  shortly  after  the  second  tower  was  hit.  Parent  Dow 
Jones  &  Co.  Inc.  employs  about  900  at  the  center. 

Staffers  were  ferried  across  the  Hudson  River  to 
South  Brunswick,  N  J.,  where  the  Journal  has  its  back- 
office  and  printing  operations.  A  skeleton  crew,  many  of 
whom  had  watched  people  plunge  to  their  deaths  that 
morning,  fell  into  lockstep  to  produce  a  scaled-back 
version  of  the  next  day’s  issue  in  a  makeshift  newsroom. 
“It’s  a  cliche,  but  you  do  what  you  got  to  do,”  said 


j  Larry  Rout,  a  senior  editor  who  was  among  the  evac- 
i  uees.  “I  was  terrified  as  I  was  walking  down  the  stairs, 
i  and  I  was  horrified  as  I  watched  bodies  jumping. ...  But 
I  I  was  very  lucky,  and  I  do  have  a  paper  to  get  out.” 

!  Fortunately,  no  employees  were  known  to  be  seri¬ 
ously  injured  or  dead. 

1  The  scope  of  the  news  merited  a  six-column  headline 
I  Wednesday,  something  the  paper  has  done  only  twice 
j  before  in  its  112-year  history  —  after  the  bombing 
I  of  Pearl  Harbor  and  the  outbreak  of  the  Persian  Gulf 
j  War.  One  feature  that  was  surely  well-read  was  a  list  of 

The  Web  fails 


I  BY  WAYNE  ROBINS 

HEN  THE 

unexpected 
met  the  un- 
I  imaginable  in  Tuesday’s 
I  terrorist  attacks,  news¬ 
paper  Web  sites  were  no 
I  match  for  the  numbing 
I  pictures  of  the  catastro- 
!  phe  broadcast  on  TV.  The 
I  story,  after  all,  wasn’t 
I  about  a  24-hour  news 
I  cycle:  It  was  war,  an 
unnatural  disaster,  with 
horrific  developments 
overlapping  before  your 
eyes  with  such  speed  that 
the  brain  —  never  mind 
the  computer  keyboard 
—  couldn’t  process  the 
information. 


Subscribers  to  The 
New  York  Times  Direct, 
the  e-mail  headline 
edition  with  links  to  The 
New  York  Times  on  the 
Web  (bttp://www.ny 
times.com),  received  four 
news  alerts  between 
10:02  and  10:38  a.m. 
EDT.  Tbe  first  two  were 
timed  at  10:02:  “Plane 
Crashes  Into  World 
Trade  Center”  and  “Sec¬ 
ond  Plane  Crashes  Into 
World  Trade  Center.” 

The  first  crash  was  said 
to  have  occurred  around 
8:45  a.m.  At  10:12,  a  news 
alert  gave  word  of  a  plane 
crashing  into  the  Penta¬ 
gon,  while  at  10:38  came 
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could  read  its  coverage  online,  as  the  paper,  , 
one  of  the  few  to  successfully  charge  for  online 
news  access,  waived  its  fees  for  part  of  Tuesday  ; 
and  Wednesday.  ^  " 

Many  Journal  staffers  went  to  the  Jersey  ^ 
City,  N  J.,  offices  of  corporate  sibling  Dow  Jones 
Newswires  Tuesday,  only  to  find  the  offices 
empty.  Employees  didn’t  wait  long  to  evacuate 
the  offices,  which  lie  directly  across  the  water 
from  New  York’s  Financial  District.  “When  we 
saw  the  first  tower  come  down,  we  kind  of  knew  i , 
it  was  time  to  go  out,”  said  Rick  Stine,  manag¬ 
ing  editor  of  Dow  Jones  News  Service.  “People  j 
were  getting  very  emotionally  distraught.”  1 

Kopin  Tan,  a  stock-options-market  reporter  j 
for  Dow  Jones  Newswires,  was  eating  breakfast  >; 
with  sources  in  the  New  York  Marriott  World  j 
Trade  Center  when  he  noticed  debris  falling  j 
from  the  sky  and  a  burning  smell.  After  joining  ] 
the  stream  of  people  moving  south,  he  passed  j 
clumps  of  flesh  on  the  ground.  He  was  only  a  few  5 
blocks  from  the  center  when  the  first  tower  fell,  * 
enveloping  the  area  in  a  snowy  dust  cloud.  He  | 
eventually  groped  his  way  through  the  dust  to  a  I 
ferry  that  took  him  to  Staten  Island.  \ 

Next  day.  Tan  had  to  cover  the  disaster’s  impact  j 
on  the  options  market,  although  his  mind  was  1 
elsewhere.  He  heeded  the  advice  of  an  exchange 
person  who  told  him  that  in  such  times  it’s  good 
to  follow  a  routine:  “I  didn’t  want  to  be  writing  about 
money  and  profit.  I  didn’t  want  to  come  across  as  cal¬ 
lous,  but,  at  the  same  time,  it’s  important  to  do  your  job.”  : 
The  Journal  is  likely  to  continue  publishing  from  j 


THE  INDIANAPOLIS  STAR 


4  SPECIAL  EDITIOM 


^^eyif' 


Firefighters  raise  an  American  flag  amid  the  rubble  of  New  York's 
World  Trade  Center,  leveled  by  terrorist  attacks  last  Tuesday. 

World  Trade  Center  tenants  and  floors  they  occupied. 

The  Journal,  circulation  1,819,528,  managed  to  de¬ 
liver  to  88%  of  its  subscribers,  and  single-copy  outlets 
sold  out  quickly.  Those  who  couldn’t  find  a  print  copy 


(Hic  ll)a5t)ington  ^ost 


I  Terror  Hits  Pentagon, 
both  by  the  AP:  /World  Trade  Center 

al  correspondent  r  ■  U&  ATTACKED 
n  ONeUl  the  other.  1  DESTROY  \ 

le  same  time,  10:58  I  httFENTACOS OF  | 

the  New  York  Posfs  THE 

http://  www.nypost  ;  : 

Q  cmiiU  “TKic  _ -3--  CALL  ^ 


story  by  staff  writers:  Mae 
Cheng  and  Amanda 
Barrett.  They  had  an  eye¬ 
witness,  Newsday.com’s 
own  Diane  Goldie,  who 
watched  the  attack  and 
aftermath  from  her  apart¬ 
ment  on  Duane  Street, 
near  the  World  Trade 
Center.  After  the  first 
plane  hit  the  tower,  she 
said:  “Part  of  the  building 
flew  through  the  air. 

It  looked  like  confetti 
raining  down. ...” 

The  New  York  Daili/ 
News’  online  edition  car¬ 
ried  dramatic  breaking- 
news  beds  at  the  top  of  its 
site  (http://www'.nydaily 
news.com):  “Twin  Towers 
Collapse  After  Terrorist 
Plane  Strike”  and  “I  Just 
Saw  the  Top  of  Trade  2 
Come  Down.”  The  stories 


was  as  spare  as  the  event 
was  profound.  “Planes 
Crash  Into  World  Trade 
Center;  Explosion  Rocks 
Pentagon”  was  a  headline 
in  blue  against  an  almost 
totally  white  backdrop, 
blank  except  for  a  live 
video,  provided  by  Wash- 
ingjon  Post  partner 
MSNBC,  of  the  collapse  of 
the  World  Trade  Center 
towers.  The  Post  also  had 
a  link  to  a  Webcam 
focused  on  the  Pentagon 
fire  that  resulted  from 
another  terrorist  attack. 

Among  the  New  York- 
area  tabloid  Web  sites, 
only  Newsday.com 
carried  an  early  main 


the  alert:  “World  Trade 
Tower  Collapses.” 

There  is  an  explanation 
for  those  who  noticed 
that  graphics  did  not  load 
on  The  New  York  Times 
on  the  Web.  “Our  first 
priority  is  to  get  the  news 
out.  So  we  stopped  serv¬ 
ing  ads  pretty  soon  after 
the  news  broke,”  Christine 
Mohan,  a  spokeswoman 
for  The  New  York  Times' 
online  operation,  said  at 
the  time.  “We  have  also 
suspended  registration  — 
the  site  is  available  to  all 
users  right  now.” 

Washingtonpost.com’s 
home  page  (http://www 
.washingtonpost.com) 


'Freedom  itself  was 
attacked  this  morning' 


SEPTEMBER  17,  2001  EDITOR i  PUBLISHER  5 


www.editorandpublisher.com 


E  &  P  NEWS 


posreESCUES 
ITS  BOSS  PARTS 
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Systems  shut  down 
its  last  U.S.  plant  in 
Cedar  Rapids,  Iowa, 
three  weeks  ago, 
stuck  inside  were  the 
top  halves  of  three 
towers  and  an  angle 
bar  nest  the  New  York 
Post  needs  to  com¬ 
plete  its  fourth  new 
Postliner  press.  So 
10  days  ago,  Post 
Production  Director 
David  O’Neill  went 
out  to  Iowa,  hired  a 
rigging  crew  and  four 
trucks,  and  had  the 
huge  parts  driven 
from  the  deserted 
shop  floor. 

“We  took  a  little 
walk  around  the 
plant,  and  there's 
still  a  lot  of  equipment 
lying  around  — 
Community  presses 
and  what  looked  like  a 
completed  Colorliner 
[double-wide  press],’’ 
O’Neill  said. 

Some  of  the  equip¬ 
ment  belongs  to  Dow 
Jones  &  Co.  Inc.,  a 
spokesman  confirmed. 
“We  are  working  to  try 
and  secure  our  equip¬ 
ment  and  expect  to  be 
able  to  do  so,  but  have 
not  been  able  to  do  so. 
We  think  it’s  going  to 
be  resolved  amicably,’’ 
Steven  Goldstein  said. 

Goss  President 
Richard  Sutis  did  not 
return  a  phone  mes¬ 
sage  for  comment. 

-  MARK  FITZGERALD, 
LUCIA  MOSES, 
AND  JIM  ROSENBERG 
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Emily  Gest,  a  staff" xtrriter  at  the 
New  York  Daily  News,  was  an 
eyewitness  to  the  destruction  of  the 
city’s  World  Trade  Center  last  week, 
and  here,  in  a  message  sent  to  those 
close  to  her,  she  tells  what  she  saw. 
Dear  friends  and  family, 

Many  thanks  for  your  concern 
about  my  well-being.  Physically 
I’m  fine,  but  mentally  I’m  a  little 
whacked.  But,  it’s  nothing  com¬ 
pared  to  those  who  were  inside 
the  WTC  or  the  rescuers  who  are 
digging  through  the  rubble. 

I’m  sure  everyone  has  heard 
numerous  stories  far  worse  than 
mine,  but  I  thought  I’d  take  the 
opportunity  to  give  you  all  a  little 
flavor  of  my  experiences  on 
Tuesday.  (Forgive  the  improper 
grammar,  punctuation,  spelling, 
etc.  And,  maybe,  I  should 
apologize  if  I’m  a  bit  maudlin.) 

I  left  my  house  at  6  a.m.  to  cover 
Mark  Green  for  Tuesday’s  mayoral 
primary,  which  was  eventually 
canceled.  I  left  my  car  on  the 


Upper  East  Side  where  Green 
voted  and  rode  around  the  city 
with  him  while  he  greeted  voters 
outside  polling  places.  Around 
8:30  or  so  (time  has  no  meaning 
for  me  anymore)  we  were  outside 
an  elementary  school  in  Green¬ 
wich  Village  (Sixth  Avenue  at  11th 
Street)  when  people 
began  screaming,  “A 
plane  just  hit  the  World 
Trade  Center.” 

True  enough  —  there 
was  a  gaping  hole  and  a  ' 

fireball  in  one  of  the 
towers.  I  called  my 
editors  to  tell  them 

what  happened  (it  Emily  Gest:  Wrong 

hadn’t  yet  been  broad-  place,  wrong  time 
cast  on  the  police  scan¬ 
ner).  I  found  a  guy  who  saw  the 
first  American  Airlines  plane  tilt 
its  wings  and  plow  into  the  build¬ 
ing.  In  halting  sobs,  he  told  me 
what  he  saw  £md  then  said,  “Thank 
god.  I’m  on  my  way  to  therapy.” 

Woody  Allen  would  have  loved  it 


I  rode  on  an  “A”  train  down  to 
Chambers  Street  beneath  the 
WTC.  I  emerged  from  the  subway 
station  to  pure  chaos.  The  second 
plane  had  just  crashed.  At  Church 
and  Fulton  Streets  (on  the  east 
side  of  the  WTC)  there  were  police, 
FBI,  bodies,  everywhere.  A  woman 
with  third-degree 
bums.  Other  victims 
in  ambulances.  Papers 
’B  ~  trading  sheets,  etc. 

5  —  everywhere.  The 

^  metal  shell  of  an 

!  airplane  wheel.  Pools 
of  blood  from  bodies 
killed  by  debris  from 
Wrong  the  plane’s  impact.  I 

g  time  found  a  colleague, 

Greg,  who  had  been 
standing  next  to  someone  who 
was  sliced  in  half  by  debris.  He 
was  freaked,  but  kept  working. 

I  ran  around  trying  to  interview 
those  who  escaped.  Many  were 
too  terrified  to  talk,  or  couldn’t 
remember  their  name.  When  they 


New  Jersey  for  several  weeks  while  it  looks  for  perma¬ 
nent  space  in  Manhattan,  said  Dow  Jones  spokesman 
Steven  Goldstein.  It’s  not  known  if  the  World  Financial 
Center  is  structurally  sound  enough  to  reoccupy,  he  said. 

—  Lucia  Moses 

Daily  News 

There  were  almost  as  many  New  York  Daily 
News  reporters  doing  stories  (105)  as  there  were 
stories  (110)  in  the  now-collapsed  Twin  Towers. 
“It  was  an  all-hands-on-deck  operation,”  said  Daily 
News  Editor  in  Chief  Edw'ard  Kosner,  noting  that 
reporters  from  the  tabloid’s  various  departments 
pitched  in  to  cover  the  disaster. 

Pictures  were  taken  by  34  photographers  —  one 
of  whom  became  a  story  in  himself.  That  was  David 
Handschuh,  42,  who  was  shooting  images  when 
the  first  tower  cmmpled.  “I  got  swept  up  by  a  wall  of 
hot,  black,  smoky  debris,”  recalled  the  15-year  Daily 
News  veteran,  reached  at  his  New  Jersey  home,  where 
he  was  recovering  from  a  badly  broken  right  leg. 


“It  tossed  me  about  a  block.  I  landed  under  a  vehicle.” 

Three  firemen  dragged  Handschuh  out,  and  carried 
him  into  a  delicatessen.  Soon  after,  the  second  tower 
came  down  —  burying  the  vehicle  the  photographer 
had  just  been  pulled  from.  “I’m  alive,  and  so  many 
people  aren’t,”  Handschuh  said  somberly.  “I  won  the 
lottery:  my  life.” 

Amazingly,  Handschuh  managed  to  hold  on  to 
his  two  cameras  —  and  see  his  photos  appear  in  print. 
The  father  of  two  eventually  was  moved  to  Ellis  Island 
and  then  a  hospital  in  Bayonne,  N.J.,  before  going 
home.  He’ll  be  in  a  cast  for  eight  to  12  weeks,  and,  if 
the  injury  doesn’t  heal  properly,  he  might  need  a  rod 
inserted  in  his  leg. 

Apparently,  no  other  Daily  News  person  was  injured 
as  severely  as  Handschuh,  but  many  staffers  put  in  18- 
20-hour  days  as  they  churned  out  80  tabloid  pages  of 
disaster  coverage  for  the  Sept.  12  issue  and  75  pages  for 
the  Sept.  13  paper.  Kosner  said  the  Daily  News  had  press 
runs  of  1.1  million  Sept.  12  and  1.3  million  Sept.  13.  (Its 
usual  circulation  is  716,095.)  There  were  obviously  some 
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turned  to  look  at  the  building,  they 
shook  in  fear.  I  saw  at  least  a 
dozen  people  leap  to  their  deaths. 
The  first,  a  man  wearing  a  blue 
polo  shirt  and  khaki  pants.  Ill 
never  forget.  I  averted  my  eyes 
from  the  rest.  At  one  point,  police 
and  FBI  wanted  reporters, 
photogs,  TV  crews  to  move  back  a 
block  to  Broadway,  but  we  refused. 
I  showed  my  press  badge  to  an  FBI 
agent,  and  he  said,  “I  don’t  care.”  I 
ignored  him  and  stayed  put. 

Then,  a  huge  roaring  sound  as  if 
100  jets  had  started  their  engines. 
Panic.  Cops,  FBI,  press,  victims  — 
we  scattered  in  all  directions.  I  hid 
underneath  a  granite  overhang  of 
an  old  bank  building  on  Broadway 
(across  from  St.  Paul’s),  a  block 
away  from  the  explosion  of  the 
first  tower.  ’The  sound  continued, 
the  ground  shook  and  rumbled, 
and  I  realized  I  wasn’t  safe.  I 
worried  the  tower  wouldn’t 
implode,  but  would  fall  like  a  tree. 

I  looked  around  the  comer  to 


Church  Street  to  see  what  was 
happening  and  a  giant  gray  cloud 
was  coming  my  way.  I  had  no  idea 
what  was  behind  it.  Smoke? 
Debris?  A  fireball?  And  then,  I 
realized  I  might  die. 

Like  hundreds  of  others,  I  ran 
down  Fulton  Street,  desperate  for 
refuge.  As  the  smoke  caught  up 
with  me,  I  clawed  my  way  into  a 
building  lobby  with  a  dozen  others. 
The  lobby  soon  filled  with  white 
ash  and  was  stifling  hot.  I  was 
desperate  for  a  phone  to  call  David 
and  the  news  desk  to  tell  them  I 
was  OK,  but  the  phones  were 
dead.  Cell  phones  didn’t  work 
then,  or  for  the  rest  of  the  day. 

I  conned  my  way  into  a  Conway 
(discount  store)  that  abutted  the 
building  lobby  and  tried  to  use 
their  phone.  But  the  phone  lines 


■  Daily  News 
photographer 
David 

Handschuh 
suffered 
fractures  of 
his  fibula  and 
tibia  when 
the  World 
Trade  Center’s 
south  tower 
collapsed. 

worked  intermittently,  and  there 
were  dozens  of  others  who  were 
desperate  to  call  their  loved  ones. 

A  Pakistani  woman  who  spoke 
little  English  was  convinced  her 
husband  and  baby  were  dead.  She 
cried,  prayed,  and  threw  her  arms 
around  me.  A  jerk  yelled  at  his 
wife  on  the  phone:  “You  can’t  deal 
with  this,  I  can’t  deal  with  it.  I  can’t 
get  home!”  A  pregnant  Russian 
woman  bathed  in  the  bathroom 
sink  as  she  tried  to  remove  the 
stinging,  itchy  ashes  from  her  skin. 

I  was  on  the  phone  with  my 
editors  during  the  second  explo¬ 
sion.  Outside,  the  windows  were 
covered  with  ash  and  then  a  black 
smoke  that  looked  like  black  paint 
against  the  windows.  Finally,  I 
prepared  to  go  outside.  The  man¬ 
ager  of  {continued  on  page  8} 


delivery  problems,  especially  below  14th  Street  in  Man¬ 
hattan,  but  Daily  News  spokesman  Ken  Frydman  said 
he  believes  virtually  every  paper  eventually  got  into  a 
reader’s  hands,  with  some  just  handed  to  people  trying 
to  make  their  way  into,  out  of,  or  through  Manhattan. 

The  Daily  News  has  set  up  a  fund  to  raise  money  for 
the  families  of  police,  fire,  and  emergency-medical- 
service  personnel  who  died.  The  paper,  which  made 
the  first  donation  of  $10,000,  ran  a  fiill-page  message 
on  its  back  page  Sept.  13  inviting  readers  to  contribute. 
By  that  evening,  said  Frydman,  $122,000  was  raised 
via  credit-card  donations  alone.  —  DaveAstor 

The  New  York  Times 
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I  crashed  into  the  towers,”  said  Sonny  Klein- 
field,  a  23-year  New  York  Times  reporter  who 
was  planning  to  cover  the  New  York  mayoral  primary 
when  he  arrived  at  work  Tuesday.  “When  the  first 
tower  collapsed,  it  became  uncharted  territoiy.” 

After  Kleinfield  was  quickly  dispatched  to  cover  the 
World  Trade  Center  tragedy,  he  took  a  cab  as  far  down¬ 
town  as  he  could,  then  ran  the  last  few  blocks  to  the 
scene  of  destruction.  “I  saw  bodies  flying  out  the  build¬ 
ing.  It  was  the  most  horrible  thing  I’ve  ever  seen.”  Klein- 


field’s  Page  One  lede  the  next  day:  “It  kept  getting 
worse.”  His  experience  mirrored  that  of  some  100  | 
Times  metro  reporters  who  went  searching  for  sto- 
lies  amid  the  worst-ever  terrorist  attack  on  America. 

Metro  Editor  John  Landman  said  many  writers 
began  reporting  on  their  own  Tuesday  morning, 
while  at  least  two  dozen  were  assigned  to  coverage  by 
10  a.m.  “Everybody  pitched  in,”  he  said.  “We  had 
ad-sales  people  on  the  phone,  business-side  people 
taking  messages,  and  every  reporter  working  on  some 
part  of  this.”  At  one  point,  some  security  staff  at  the 
newspaper  were  selling  copies. 

Reporter  Dan  Berry,  a  New'  Jersey  resident,  heard 
about  the  attacks  during  breakfast  in  his  suburban 
home  Tuesday.  With  all  bridges  and  tunnels  to  Man¬ 
hattan  sealed,  he  hopped  a  Circle  Line  boat  that  had 
been  pressed  into  emergency  service  as  a  ferry  across 
the  Hudson  River,  then  ran  to  the  Times  on  West  43rd 
Street  and  quickly  swung  into  action  on  rewrite.  “Re¬ 
porters  came  in,  some  covered  with  ash,  and  dumped 
what  they  saw  for  me  to  put  together,”  he  said. 

By  mid-aftemoon,  when  it  became  clear  vehicle  ac¬ 
cess  into  the  city  would  remain  blocked  the  next  morn¬ 
ing,  circulation  executives  of  the  Times  and  The  Wall 
Street  Journal  contacted  New  York  Gov.  George  Pataki’s 
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{continued  from  page  7}  Conway  gave  Blarney  Stone  and  just  sat,  numb,  watch-  would  go  out  and  the  desk  sergeant 

me  a  bandanna  to  wear  over  my  nose  and  ing  the  TV.  I  interviewed  a  few  people,  but  had  one  flashlight  to  light  the  cavernous 

mouth  and  a  plastic  bag  to  wear  over  my  mostly  was  too  shocked  to  talk.  Firelight-  marble  lobby.  Phone  service  was 

clothes.  I  had  the  good  fortune  of  wearing  ers  and  cops  came  in  to  get  sodas  and  free  intermittent. 

a  suede  skirt  and  heels  that  day.  (Joke.)  food.  We  just  sat  and  looked  at  each  other.  Exhausted,  I  just  sat  on  a  street  comer 

Outside,  mbble,  debris,  an  inch  or  two  One  cop  admonished  ^  and  stared  into  the  eerie 

of  ash  and  awe.  I  couldn’t  believe  the  me  for  not  calling  my  I  JllSt  S3,t  Oil  R  darkness  of  smoke  and 

change  in  the  skyline.  No  more  WrC  mother  yet.  “I  asked  my  anH  night  sl^  where  the 

towers.  I  walked  down  Fulton  back  to  boyfriend  to  call  her,”  I  CCl  O  c  d-  towers  once  stood. 

Church  and  saw  the  destmction.  Chairs  said.  “You  should  call  Stdrcd  illtO  thc  Finally,  at  11  p.m.,  my 

from  the  Millennium  Hilton  blown  her.  She’s  probably  •  j  i  editor  said  I  could  go 

outside  windows.  Cars  looked  like  they  crying.  Mine  was,”  he  •  •  •  home.  I  finally  reached 

had  been  bombed.  Debris  eveiywhere.  replied.  And,  yes,  my  whcFC  thc  tOWCFS  David’s  apartment 

Fires  raging.  Lots  of  heat  and  smoke.  mom  said  she  sat  weep-  ,  „  around  midnight.  My 

Panicked  firefighters  and  cops.  I  was  ing  in  front  of  the  TV.  ^  llCC  S  lOOQ.  shoes  and  clothes  were 

worried  about  my  colleague,  Greg,  but  I  For  the  rest  of  the  _ EMILY  GEST  ^’uined.  My  hair  was  a 

found  out  Wednesday  he  was  fine.  During  afternoon,  I  was  rou-  gray,  stiff,  Brillo  pad, 

the  first  explosion,  he  ran  into  a  subway  finely  hampered  by  cops  who  didn’t  want  and  my  skin  itched  uncomfortably.  My 

station  where  he  was  engulfed  in  smoke.  me  near  the  site.  Another  shock  occurred  eyes  were  beet  red  from  irritation. 

A  man  next  to  him  broke  his  leg.  During  later  in  the  afternoon  when  I  had  to  run  Wednesday,  today,  my  feet  are  swollen 
the  second  explosion,  he  followed  a  fire-  away  from  the  third  building  collapse.  By  and  ache,  and  it  hurts  to  wear  shoes.  I 

fighter  who  used  his  axe  to  break  down  a  then.  I’d  had  enough.  I  was  terrified  and  have  shinsplints.  It  hurts  to  walk.  Loud 

door  to  a  store.  The  firefighter  had  cut  his  lonely.  It  was  difficult  to  find  a  phone  noises  frighten  me:  I  look  up  to  see  if 

leg  badly.  One  of  our  photographers  broke  that  worked,  and  I  h^ldn’t  seen  a  single  anything  is  falling  or  exploding.  I  arrived 

his  legs.  A  firefighter  removed  him  from  Daily  News  reporter  or  photographer  at  work  fighting  back  tears  and  then 

the  rubble  and  took  him  to  a  deli  until  he  since  9:30  a.m.  I  wandered  farther  and  broke  down  when  I  began  to  read  the 

could  be  taken  to  a  hospital.  farther  away  from  the  destruction  and  paper.  So  far.  I’m  lucky.  No  one  I  know 

For  the  rest  of  the  afternoon,  I  found  some  of  my  friends.  I  nearly  broke  was  badly  hurt  or  killed.  Nothing  I  have 

wandered  around,  numb,  looking  for  down  in  tears  with  relief.  I  spent  the  next  endured  or  my  colleagues  have  endured 

people  to  talk  to,  trying  to  dodge  cops  who  several  hours  in  and  out  of  a  command  compares  to  the  victims,  their  families, 

wanted  to  kick  me  out  of  the  area.  At  one  post  in  a  state  insurance  building  that  and  the  rescuers, 

point,  I  entered  a  seedy  bar  called  the  lacked  power.  Occasionally,  the  power  My  best  wishes  to  you  all. 


office  for  help  getting  delivery  trucks  in.  The  result:  New  York 
State  Police  led  a  convoy  of  Times  and  Journal  trucks  into  Man¬ 
hattan  at  3  a.m.  Wednesday  with  thousands  of  papers  for  delivery. 
“We  got  everything  in  that  we  wanted  to,”  said  Scott  Heekin- 
Canedy,  the  Times’  senior  vice  president  of  circulation. 

The  1,159,954-circulation  paper,  which  normally  prints 
450,000  copies  for  sales  nationwide,  doubled  that  count  for  the 
Wednesday  issue,  and  tripled  it  for  Thursday’s  paper. 

The  96-point  headline  on  Wednesday  declaring  “U.S.  Attacked” 
marked  only  the  third  time  in  the  newspaper’s  history  that  it  pub¬ 
lished  a  header  of  that  size.  The  other  headlines  were  “Man  Walks 
on  Moon”  and  “Nixon  Resigns.”  —  Joe  Strupp 

New  York  Post 

The  New  York  Post  is  no  longer  on  South  Street,  just 
blocks  from  the  World  Trade  Center.  But  when  word  of  the 
terrorist  attack  Tuesday  crackled  through  the  synapses  of 
the  newspaper  world,  the  Post's  Midtown  office  was  soon  empty  of 
reporters,  columnists,  and  photographers  racing  after  the  stoiy. 
“There  are  no  beats  on  this  story,”  Jonathan  Auerbach,  the  paper’s 
young  metro  editor,  told  E&P  in  a  rushed  phone  conversation 
Thursday.  “Everybody  called  in,  everybody  had  been  in  ...  and 
they’re  all  going  to  be  in  for  the  foreseeable  future,  working  14-to- 
l6-hour  days.” 

Post  photographer  Bolivar  Arellano  was  one  of  the  first  on  the 
scene  at  the  crumbling  World  Trade  Center.  Arellano  kept  shoot¬ 


ing  as  his  legs  bled.  He  stopped  at  the  Post  city  room  to  drop  off  | 
his  roll  of  film  before  he  could  be  taken  to  thv’  hospital  for  stitches. 
Another  photographer,  Don  Halasy,  made  his.  writing  debut  in  the 
487,219-circulation  Post,  penning  a  first-person  story  about  being 
covered  from  head  to  toe  in  ash  from  the  tumbling  towers. 

“We  know  we  were  the  first  ones  out  with  an  extra  on  Tuesday,” 
Auerbach  said,  taking  a  crack  at  the  rival  Daily  News,  which  did 
not  come  out  with  its  usual  free  Monday-through-Friday  com¬ 
muter  Express.  “I  don’t  know  how  many  copies  we’re  printing,  but 
there  haven’t  been  any  returns  this  week.” 

An  indication  of  the  unusual  deployment  of  personnel  was  a 
perspective  story  about  bond  brokerage  firm  Cantor  Fitzgerald,  a 
World  Trade  Center  tenant,  that  was  written  by  Paula  Froelich, 
whose  beat  normally  is  the  Post’s  totemic  gossip  column,  “Page  Six.” 
The  column  was  kicked  to  the  back  of  the  book,  finding  a  route  to 
page  66.  Even  more  startling  was  the  way  the  paper  treated  news 
about  the  26-count  indictment  of  the  obstreperous  flack  Lizzie 
Grubman,  who  piloted  a  sport  utility  vehicle  that  struck  16  people 
outside  a  hot  Hamptons  nightspot  this  summer.  Since  that  night  of 
July  7,  the  Post  had  been  running  front-page  stories  about  the 
drama  (even  giving  away  a  similar  SUV  it  dubbed  a  “Lizziemobile”). 
Thursday’s  cover  featured  an  uncredited  photograph  —  which 
matched  exactly  a  shot  by  Thomas  E.  Franklin  of  The  Record  in 
Hackensack,  NJ.  —  that  depicted  three  firefighters  hoisting  an 
American  flag  amid  the  rubble  of  Downtown.  The  Grubman  story 
was  buried  on  page  65.  —  Wayne  Robins 


8  EDITOR&PUBLISHER  SEPTEMBER  17,  2001 


www.editorandpublisher.com 


(■  V 


jfawton.Cftroiiicle 

ASSAULT 
ON  AMERICA 


BY  JOE  STRUPP 

From  Boston  to  Los 

Angeles,  daily  newspapers 
nationwide  brought  news 
of  Tuesday’s  terrorist  attacks  in 
New  York  and  Washington  to 
readers  through  special  sections 
and  extra  editions  in  numbers 
unseen  since  the  attack  on  Pearl 
Harbor  in  1941. 

Within  hours  of  the  hijacked- 
plane  crashes  into  the  World 
Trade  Center  and  the  Pentagon, 
scores  of  newspapers  across  the 
country  hit  the  streets  with  extras 
that  chronicled  the  attacks,  federal 
responses,  and  personal  accounts. 


At  least  116  dailies  printed 
extras  Tuesday,  according  to 
Poynter.org,  which  monitors  news 
coverage.  From  the  La  Crosse 
(Wis.)  Tribune,  circulation  30^36, 
to  The  Washington  Post,  circula¬ 
tion  802,594,  the  story  not  only 
dominated  entire  news  sections 
but  also  spilled  into  sports,  feature, 
and  business  sections,  while 
sparking  bumped-up  press  runs 
rivaling  those  of  World  War  II. 

Some  75  of  Gannett  Co.  Inc.’s 
97  dailies  published  extras  Tues¬ 
day,  with  six  publishing  a  second 
one.  In  Washington,  both  major 
dailies  put  out  extras  the  same  day. 


efforts  that  were  but  a  prelude  to 
the  big  moves  made  for  their 
Wednesday  morning  papers. 

Out  West,  all  major  dailies 
contacted  by  E^P  published 
extras  or  significantly  boosted 
press  runs,  including  the  Los 
Angeles  Times,  The  San  Diego 
Union-Tribune,  and  the  San 
Francisco  Chronicle. 

Many  extras  were  snatched 
up  as  historical  keepsakes, 
some  by  profiteers.  “People  are 
buying  like  20  copies  and  scalp¬ 
ing  them,”  an  Arizona  Republic 
spokesman  said  of  its  Tuesday 
extra.  “It’s  despicable.”  ® 


Xartforb^lEourant. 


ACTOFWi 


WITH  CHILUNG  PRECISION, 
TERRORISTS  DELIVER  DEATH  AS 
A.M  ERICA  WATCHES  HELPLESSLY 


_ ATTACK  ON  AMERICAS _ 

5att  3o5eillemti^  News 


'ACTS  OF  WAR' 


THOUSANDS  FEARFJ)  KILUD 
IN  woRCT  U5.'niRRORJsr  sttuke: 


crosses  the  line 


‘Advertiser’ 


■HI  IU\UK  PKN'IMJON 


always  count  on  Gannett  to  cash  in  on  the 
silver  lining  in  every  cloud,”  Burlingame 
wrote  in  introducing  the  memo.  Fisch 
countered  that  Burlingame  “twists  every¬ 
thing  around”  and  that  he  finds  his  posting 
“despicable.”  But  Burlingame  defended  the 
posting,  telling  E^P:  “We  can’t  make  [the 
Advertiser]  look  bad.  They’re  doing  a  fine 
job  of  making  themselves  look  bad.”  11 


Trafficking  in  terrorist  tragedy 


BY  JOEL  DAVIS 

SACRAMENTO,  CALIF. 

The  Gannett  Co.  Inc.-owned 

Honohdu  Advertiser  has  acknowl¬ 
edged  that  sales  representatives 
were  given  a  memo  directing  them  to 
write  advertisers  thank-you  notes  that 
mention  last  week’s  terrorist  attacks. 

The  memo  offers  examples  of  pre¬ 
written  thank-you  notes,  one  of  them 
beginning,  “In  the  aftermath  and  shock  of 
the  terrorist  attack  on  America,  I  couldn’t 
help  but  reflect  on  those  who  are  really 
important  in  my  life  —  family,  fiiends,  and 
valued  customers.  You  fit  the  bill  for  two  of 
the  three  and  in  many  respects  certainly 
qualify  as  a  calabash  family  member.” 

Advertiser  Publisher  Mike  Fisch  told 
Et^P  that  while  he  believes  the  memo  was 
well-intentioned  and  not  designed  to  cash 
in  on  the  tragedy,  it  was  the  idea  of  a  sales 
manager  who  did  not  run  it  by  his  super¬ 
visors.  Fisch  said  that  had  he  known  of  the 
memo,  he  would  have  canceled  the  direc¬ 
tive.  “It  could  have  been  misconstrued,” 
he  conceded,  adding  that  the  manager  in¬ 
volved  has  been  “sat  down  and  talked  to.” 

The  text  of  the  memo  was  posted  on 
“The  Honolulu  Newspaper  War,”  a  Web 
site  run  by  Burl  Burlingame,  a  writer  for 
the  rival  Honolulu  Star-Bulletin.  “You  can 


Ute  specialize  in  assistiiig  owners 
in  exploring  and  n^otiadng  the  saie 
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EDITORIALS 


UN  SH  MMN 

As  America  lashes  back  at  those  behind  the  horrific  attacks 
last  week,  we  must  beware  of  adopting  their  closed  minds 


After  the  shock,  the  bewil- 
derment.  Who  could  these 
people  be?  Who  hijacks  air¬ 
liners  full  of  innocent  civilians 
and  forces  them  to  share  a  deranged 
martjTdom  by  crashing  the  planes  into 
the  towers  of  the  World  Trade  Center,  the 
walls  of  the  Pentagon,  the  woods  of  west¬ 
ern  Pennsylvania?  Who  are  the  human 
beings  capable  of  meticulously  plotting 
and  rehearsing  each  intricate  step  of  the 
mass  murder  of  thousands  of  office  work¬ 
ers,  janitors,  and  deli  countermen  —  con¬ 
template  it  for  months, 
apparently,  with  no  shiver 
of  conscience  strong 
enough  to  deter  them. 

As  this  is  written,  it’s 
not  yet  clear  who  is  respon¬ 
sible  for  this  cowardly 
barbarism.  Sooner  or  later, 
that  question  will  be  an¬ 
swered.  We  will  know  who. 

But  even  in  the  chaos  of 
the  immediate  aftermath,  we  can  be  sure 
of  one  thing;  Our  perplexity  about  these 
terrorists  is  nothing  compared  to  what 
their  puzzlement  was  about  us.  They  died, 
no  doubt,  profoundly  confused  about  this 
America:  Who  are  these  people  who  let 
thousands  of  ideas  contend  freely?  Who 
question,  even  mock,  their  political  leaders 
without  punishment.  Who  worship  all 
manner  of  gods  —  or  blithely  deny  the 
existence  of  a  Supreme  Being.  Who  created 
a  government  that  bends  to  their  whims, 
and  provides  information  on  demand. 

As  the  enormity  of  these  acts  of  war 
sink  in,  as  the  horrific  casualty  toll 
becomes  horrifically  clear,  there  will  be 
many  good  Americans  asking  themselves 
the  same  questions.  If  we  were  more  of  a 


garrison  state,  wouldn't  we  be  safer?  If 
government  hid  more  of  its  operations 
j  and  kept  a  closer  watch  on  its  citizens,  i 
i  might  it  be  our  better  guardian?  I 

Early  this  month,  some  in  Congress  i 
tried  unsuccessfully  to  revive  an  American  ! 
version  of  Britain’s  Official  Secrets  Act 
by  claiming  that  published  government  j 
j  leaks  warned  Osama  Bin  Laden  that  U.S. 

I  intelligence  was  listening  in  on  his  satellite 
i  telephone  conversations.  With  Bin  Laden  a 
i  natural  suspect  in  last  Tuesday’s  attacks,  1 
'  the  clamor  is  sure  to  grow  for  legislation  i 
to  make  us  “safer”  by  | 

cutting  off  information  to  I 

the  press  and  public.  Our 
intelligence  agencies 
clearly  failed  in  this 
instance.  If  history  is  any 
guide,  they  will  react  not 
with  contrition  but  by 
demanding  even  less  public  i 
accountability.  i 

War  tests  every  society’s  | 

I  deepest  convictions,  so  we  Americans  must  1 
!  take  particular  care  now  to  affirm  our  belief  I 
i  in  freedom.  Liberty  and  openness  made  our  | 
j  nation  not  only  the  envy  of  the  world  but 
!  also  the  greatest  economic  and  military 
power  in  history.  We  will  become  weaker,  j 
not  stronger,  if  we  allow  ourselves  to  be-  I 

come  more  like  the  totalitarian  societies 
I  that  fostered  the  closed,  fanatical  minds 
I  that  plotted  last  Tuesday’s  slaughter.  j 

The  impulse  to  trade  liberty  for  a 
:  chimerical  but  comforting  notion  of 
security  is  not  new.  Before  we  were  even  a 
I  nation,  Thomas  Paine  warned,  “He  that 
i  would  make  his  own  liberty  secure  must 
i  guard  even  his  enemy  from  oppression;  for 
i  if  he  violates  this  duty,  he  establishes  a 
*  precedent  that  will  reach  to  himself.”  ! 


“He  that  would 
make  his  own 
liberty’  secure 
must  guard  even 
his  own  enemy 
from  oppression.” 
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PHOTO  OF  PLATE  BY  BILL  GLOEDE 


INSIDE:  ‘Digital  Input’  Eric  Wolferman  •  ‘Digital  Output’  Howard  I.  Finberg^ 


EQUIPMENT 


AGFACORP.  I 

Ridgefield  Park,  N.J. 

Announced  it  is  expanding  plate-manu-  ( 

facturing  capacity  in  Branchburg,  NJ.,  one  | 
of  seven  Agfa  plate-manufacturing  sites 
worldwide.  Products  to  be  added  are  i 

Thermostar,  Agfa’s  thermal  offering,  and  | 

the  N91  plate  —  part  of  Agfa’s  visible-light  ! 

assortment.  Completion  of  the  project  is 
expected  next  month,  with  full  manu¬ 
facturing  r£imp-up  for  thermal  and  visible- 
light  plates  by  the  year’s  end.  Until  now,  | 
Branchburg  was  dedicated  to  the  analog 
platemaking  needs  of  Agfa’s  North 
American  customers,  but  it  now  anticipates  ; 
growing  demand  for  digital  plates. 

Agfa  expanded  its  digital-plate  manu¬ 
facturing  capacity  in  Europe  early  this 
year  and  said  its  investment  in  Branchburg 
not  only  adds  capacity  but  also  increases 
flexibility  at  other  plants  by  distributing 
demand  across  multiple  production  lines. 

Tbe  company  said  violet,  photopolymer, 
and  thermal-plate  technologies  show  rapid 
growth  with  no  signs  of  a  slowdown.  | 


GLUNZ&  JENSEN  : 

Ringsted,  Denmark 

Signed  a  letter  of  intent  with  Agfa- 

Gevaert  Group,  Mortsel,  Belgium,  to 

take  over  Agfa’s  plate-processor  plant  in  | 

Thetford,  United  Kingdom.  For  years,  ! 

Glunz  &  Jensen  has  cooperated  with  Agfa  i 


delivery  owing  to  simplified  configuration, 
easy  operation,  and  handling  of  up  to  240 
plates  per  hour,  with  one  unit  addressing 
multiple  press  sizes  and  configurations. 

With  more  than  20  installations  in 
Europe  (many  on-line  to  Autologic  plate- 
setters),  Formacyclis  now  gains  access  to  j 
North  American  newspaper  publishers,  j 
while  Autologic  gains  exclusive  global  man-  j 
ufacturing,  sales,  and  service  rights.  Auto-  I 
logic  will  install  a  stand-alone  high-speed  j 
punch  and  bender  system  as  a  separate  | 
unit  or  on-line  to  its  APS  3850  CTP  capstan  i 
imager.  To  rotate  landscape  plates  before 
bending,  an  optional  plate  rotator  can  be 
placed  in  the  bender’s  in-feed  conveyor. 

CREOSCITEX 

Vancouver,  British  Columbia  \ 

Offers  four  Trendsetter  NEWS  models,  j 

capable  of  exposing  from  70  to  more  than 
200  thermal  plates  per  hour  using  dual 
heads  and  Squarespot  thermal  imaging.  ! 

The  automatic  platesetters  load  two  plates  l 
in  one  cycle.  After  imaging,  plates  are 
unloaded  directly  to  a  processor.  Square- 
spot  imaging  was  devised  to  provide  j 

process  control,  automatic  temperature  j 

compensation,  and  dynamic  autofocus  to  1 

accurately  track  and  compensate  for  plate  i 
surface  variations.  Machine-to-machine 
accuracy  allows  production  of  color-set  J 

plates  on  multiple  imagers,  reducing  the  | 
wait  for  deadline  plates.  Higher  process  ' 
control  achieved  by  consistent  dot  area  i 
assures  accurate,  repeatable  screens.  The 
thermal  platesetter  also  enables  use  of 


available  early  next  year,  the  newest  200- 
plate-p)er-hour  Trendsetter  NEWS  is  al¬ 
ready  in  use  at  The  Hartford  (Conn.) 
Courant,  The  Salt  Lake  Tribune,  Salt  Lake 
City,  and  Panorama,  Maricaibo,  Venezuela. 

Seven  Trendsetter  systems  were  sold  to 
European  newspaper  printer  Gruppo 
Seregni,  which  has  used  two  CreoScitex 
thermal  machines  for  seven  months.  Se¬ 
regni  cited  the  machines’  image  quality  and 
thermal  plates’  daylight  working  conditions. 

Also  buying  Trendsetters  were  four  sites 
in  Italy,  one  in  Germany,  one  in  Singapore, 
and  another  in  the  Philippines  (to  produce 
The  Inquirer,  the  country’s  largest  paper). 

K&F  INTERNATIONAL  INC. 

Granger,  Ind. 

Installed  at  the  Omaha  (Neb.)  World- 
Herald  two  Model  1  Vision  Benders  for 
single-  and  double-wide  plates  with  cross 
conveyance,  RTMD  plate-tum  units,  and 
two  eight-position  plate  stackers  to 
complement  Agfa  computer-to-plate 
imagers  {E^P,  June  18).  Other  recent  U.S. 
customer  sites  include  the  Chattanooga 
(Tenn.)  Times  Free  Press  and  The  Monterey 
County  (Calif)  Herald  (four-pin  SuperMag 
no-bend  flexo  plate  lockups  for  50-inch 
webs,  and  modification  to  benders  for  new 
plate  dimensions);  The  Columbus  (Ohio) 
Dispatch  (no-tool  narrow-gap  lock  for  all 
four  TKS  presses,  with  retrofits  for  four 
OPB  Western  Lithotech  benders);  The 
Patriot-News,  Harrisburg,  Pa.  (Plate 
Express  III  exposure  unit,  XPH-36  sub¬ 
tractive  plate  processor,  VIPB-1  Vision 


on  equipment  development.  After  the 
takeover,  G&J  will  supply  Agfa  with 
products,  made  to  Agfa  specifications,  that 
Agfa  will  offer  under  the  Agfa  label.  G&J 
will  consolidate  the  Agfa  operation  with  a 
plate  processor  plant  G&J  already  had  in 
Thetford.  The  transaction,  to  include  assets 
and  employees,  is  to  become  effective  Oct. 
1.  Terms  were  not  disclosed. 


Irequency-modulation  screens  and  higher¬ 
line  conventional  screens:  Staccato  FM 
screening  gives  a  wider  color  gamut  and  re¬ 
duced  color  shift  from  misregister  —  re¬ 
assuring  national  advertisers  that 
seek  consistency  in  a  brand’s 
printed  appearance  in  different 
regions.  Commercially 


Bender,  MTMD  three- 
way  turn  unit,  RTMD  and 


Thousand  Oaks,  Calif. 

Reached  agreement  to  make  and 
sell  the  line  of  plate  benders  from 
optical-plate-bender  manufacturer 
Formacyclis,  Jarfalla,  Sweden.  The 
APS  Optical  Plate  Bender  System  ' 
is  a  fully  automatic  register  punch¬ 
ing  and  bending  system  with  optical 
positioning  for  single-page  and 
panorama  plates.  Its  advantages, 
according  to  Autologic  CTP  Product 
Manager  Rick  Simonian,  include  fast 


K&F  International  has  installed  its  VIP  Vision  Benders  and  transport  units  in  new  and 
upgraded  plate  lines  at  midsize  to  metro  dailies  throughout  the  country  and  overseas. 
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La  Nacion,  San  Jose,  Costa  Rica,  processes  photopolymer  laser-imaged  plates  from  its  new, 
single-head  Western  Lithotech  610SP-100  platesetter  through  a  Glunz  &  Jensen  Interplater  135. 


CHD  conveyors,  AP-1000  punch,  AB-7000 
in-line  automatic  bender  and  DPP-C 
punch);  The  Hartford  (Conn.)  Courant 
(AOP-F  auto  optical  punch,  Plate  Express 
III,  no-tool,  narrow-gap  plate  lockups  for 
50-inch  web-width  reduction  on  a  Goss 
Metro  press,  with  modification  to  existing 
bender  for  new  plate  dimensions);  The 
Capital,  Annapolis,  Md.  (punch  bender  to 
accommodate  50-inch  web);  the  Corpus 
Christi  (Texas)  Caller-Times  (VIPB-l-SD 
Vision  Bender  for  single  or  double  plates); 
the  News  CJ  Record,  Greensboro,  N.C. 
(conversion  of  a  Twin  Line  II  exposure  unit, 
DPP-C  plate  punch,  AB-6000  Auto 
Bender,  and  VIPB-1  Vision  Bender  for  50- 
inch  web);  and  the  Albuquerque  Publishing 
Co.  (AB-5000  in-line  automatic  plate 
bender,  AOP-F  auto  optical  punch,  and 
DMB  semiautomatic  plate  bender). 

MONOTYPE  SYSTEMS  INC. 

Rolling  Meadows,  III. 

Added  five  sites  to  its  U.S.-installed  base 
of  15  FasTrak  systems.  Swift  Newspapers’ 
Colorado  Mountain  News  Media  installed 
two  FasTrak  frequency-doubled  YAG-laser 
imagers,  each  able  to  generate  up  to  100 
aluminum-backed  photopolymer  plates  per 
hour  and  each  configured  with  Trakmate 
for  automatic  plate  loading,  slipsheet 
removal,  and  pre-image  registration. 

The  system  includes  Panther  Workflow 
software,  to  enable  transmission  of  PDF 
pages  from  three  remote  sites  to  the  main 
Gypsum,  Colo.,  plant,  where  Panther  Work- 
flow  receives  the  PDFs  and  controls  RIP- 
ing,  imposition,  archiving,  proofing,  and 
plate  generation.  It  also  generates  ink  pre¬ 
set  data  at  each  plate  for  a  GMI  MicroColor 
II,  which  automatically  controls  densities. 


Other  buyers  were  Gannett  Co.  Inc.’s 
Salem,  Ore.,  Statesman-Journal  (a  second 
FasTrak,  with  Trakmate  and  compatibility 
upgrade  to  its  first  FasTrak);  Shearman 
Newspapers’ (N.M.)  News-Sun  (Fas¬ 
Trak  with  a  Daylight  Load  Cart,  vdth  plates 
hand-fed  in  red  safelighting  and  automatic 
alignment  and  register);  and  Herald  Media 
Inc.’s  Community  Newspaper  Co.  (upgrade 
to  second-generation  FD-YAG  imaging, 
Trakmate,  and  Panther  work-flow  software, 
allowing  transmission  of  PDF  pages  from 
28  sites  to  its  main  site  in  Auburn,  Mass.). 

WESTERN  LITHOTECH 

St.  Louis 

Sold  two  DiamondSetter  610S2P  YAG-laser 
platesetters  to  the  Springfield  (Mo.)  News- 
Leader,  along  with  pairs  of  DiamondPlate 
85  processors,  DiamondVision  S/D  optical 
punch  benders,  and  DiamondTrac  man¬ 
agement  software  packages.  Designed  for 
midsize  to  large  newspapers,  the  610S2P 
produces  194  single-page  or  114  panorama 
plates  per  hour  at  1016  dots  per  inch.  Stan¬ 
dard  resolution  range  is  1000  to  1270  dpi. 

La  Nacion,  San  Jose,  Costa  Rica,  bought 
a  DiamondSetter  610SP-100,  Diamond- 
Vision  DS  optical  punch  bender.  Inter¬ 
plater  135  processor,  and  DiamondSetter 
Assistant  software.  With  a  single  imaging 
head,  the  610SP-100  can  produce  up  to  90 
single-page  or  70  panorama  plates  per  hour 
at  1016  dpi  and  has  on-line  loading  of  up  to 
200  plates  (or  optional  trolley  loader  for  up 
to  400  plates).  Fyens  Stiftstidende,  Odense, 
Denmark,  bought  a  second  610SP-100 
and  punch  bender,  and  the  Quanzhou 
(China)  Wan  Boo  bought  a  610SP-100 
with  DiamondSetter  85  processor  and 
DiamondSetter  Assistant  software. 
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Mike  bany  joined  k&f  inter- 

national  Inc.,  the  Granger,  Ind.,  maker 
of  plate-finishing  and  press-registration 
equipment,  as  national  accounts  manager, 
working  with  national  newspaper  groups.  In 
1977,  while  studying  at  Ohio’s  Bowling  Green 
State  University,  Bany  began  work  in  “The 

Daily  Sentinel-Tribune”  - 

mailroom  in  Bowling  X 

Green,  working  his  way  | 

up  to  pressroom  manag- 
er.  In  1985,  he  joined  the 
“Chicago  Tribune”  as  a 
press  trainer.  He  was 
promoted  to  plate- 
room  manager,  then  pur-  Bany, 
chasing  manager.  Bany  K&F  International 
was  eventually  named  production  manager  at 
the  “Daily  Press,”  Newport  News,  Va.,  over¬ 
seeing  everything  from  prepress  to  packaging. 
In  1997,  he  became  manager  of  the  paper  's 
distribution  department.  The  next  year,  he 
was  appointed  national  accounts  purchasing 
manager  for  the  New  York  Times  Co.'s  Shared 
Services  Center  in  Norfolk,  Va. 

BARCO  UNIT  MERGES 
WrraPURUP-ESKOFOT 

WILLIAM  SCHULIN-ZEUTHEN, 

Purup-Eskofot  CEO,  is  now  presi¬ 
dent  of  BPE,  the  interim  name  of  the  company 
resulting  from  the  merger  of  his  Danish  firm 
and  the  Netherlands’  Barco  Graphics.  To  be 
renamed  next  year,  BPE  is  51%  owned  by  P-E 
parent  Kirki  A/S  and  49%  owned  by  Barco 
N.V.  Based  in  Ghent,  Belgium,  it  combines  the 
companies’  management,  R&O,  manufactur¬ 
ing,  and  distribution. 
Product  lines  “will 
quickly  be  consolidated 
...  selecting  the  best 
products ...  where  an 
overlap  occurs.”  says 
BPE.  which,  among  its 
CTP  systems,  listed  only 
William  Schulin-  P'E’s  offset  and  Barco’s 
Zeuthin,  BPE  flexo  platesetters  —  not 
the  technology  that  came  with  Barco’s  1998 
acquisition  of  Gerber  Systems  and  that  would 
bring  CTP  to  newspapers.  Barco’s  latest 
version  produces  “USA  Today”  at  many  sites. 
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stepping  up  to  the  plate 
and  knocking  one  out: 
Josh  Taylor  (middle  left) 
imposes  pages  before 
sending  them  to  the  CTP 
processor  at  Prescott 
Newspaper  Inc.’s  printing 
facility.  He  then  inspects 
a  color  proof  from  a 
Hewlett-Packard  Design 
Jet  750C  Plus  plotter 
in  Prescott's  digital 
darkroom  (near  left). 
Opposite  page:  Prepress 
Solutions  Panther  FasTrak 
metal  platesetter,  also  in 
the  digital  darkroom. 


BY  JIM  ROSENBERG 


BSOLUTELY  THE  BEST  THING  WE  EVER  DID  ”  SO  SAYS  LONNIE 
Clement  of  the  decision  to  eliminate  photomechanical 
platemaking  at  his  printing  plant.  Without  a  doubt,  this  is 

_  _ I  computer-to-plate’s  biggest  contribution  to  better-quality 

print  reproduction,  according  to  Clement,  plant  manager  for  Prescott 
(Ariz.)  Newspapers’  PNI  Printing,  a  unit  of  Western  Ne^vspapers  Inc. 

Digital  work  flows  allow  plates  to  be  output  directly  from  computer 
files,  so  newspapers  use  fewer  people  and  less  time  to  produce  the 
same  number  of  copies.  Ending  the  need  to  make  negative  page  film 


cuts  prepress  cost  and  waste.  And  quality 
that  comes  from  a  better  plate  provides  the 
same  benefits  on  press. 

Since  the  first  few  —  mostly  midsize  — 
early  adopters  of  this  process  bought  their 
digital  platesetters  three  to  five  years  ago, 
U.S.  newspapers  of  all  sizes  have  begun 
converting  to  computer-to-plate  (CTP).  For 
many  paginated  dailies,  it’s  only  a  matter  of 
time  untU  they  next  need  to  replace 
platemaking  or  imagesetting  equipment. 
Most  papers  putting  in  new  presses  are 
preparing  for,  or  purchasing,  platesetters. 

For  Clement  in  Prescott,  CTP  print  quality 


means  that  “once  you  do  a  roll-up,  you’re 
there.  If  you  can  take  5%  out  of  a  $6-million 
newsprint  budget,  that’s  pretty  good 
savings.”  It’s  pretty  hard  to  argue  with  a 
process  that  gives  better  quality  at  less  cost 
But,  for  now,  plate  imagers  almost  always 
cost  more  than  film  imagers,  and,  depending 
on  purchasing  volume,  laser  plates  may 
continue  to  be  twice  the  price  of  conven¬ 
tional  plates  exposed  against  film  under 
ultraviolet  lamps.  Still,  higher  machine  and 
consumables  prices  often  are  offset  by 
savings  on  other  consumables  and  labor. 

Furthermore,  plate  prices  may  fall  as 


consumption  rises,  because,  at  least  for  a 
while,  a  combination  of  competition  and 
economies  of  scale  in  manufacturing  should 
suppress  pricing  driven  solely  by  demand. 

On  the  equipment  side,  violet  lasers  hold  out 
promise  for  trimming  prices  while  increasing 
speeds,  without  sacrificing  quality. 

A  fact  of  life  for  North  American 
commercial  printers  and  European 
newspapers,  CTP  is  spreading  now  into 
South  America  and  East  Asia.  In  fact,  CTP’s 
growth  appears  to  defy  gravity,  judging  from 
continuing  sales  by  most  suppliers  of 
systems  for  newspapers  during  the  current 
economic  downturn. 

This  month,  Agfa,  a  supplier  of  imagers, 
software,  films,  plates,  and  chemistries,  said 
it  expects  to  see  almost  a  half-billion  dollars 
this  year  in  total  CTP  sales,  including  ser\ice, 
support,  and  plates.  The  Belgian  company 
based  the  projection  on  a  jump  in  its  first- 
half  CTP  revenue  of  60%,  compared  with 
2000’s  first  six  months,  citing  hardw’are  sales 
rising  80%  and  digital  plate  revenue,  60%. 

Correcting  the  dots 

In  the  view  of  Chris  Butler,  The  Hartford 
(Conn.)  Courant's  imaging  and  quality 
assurance  manager,  “CTP  removes  two 
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To  make  your  printing  business  more  profitable,  we  continually  strive  to  be  at 
the  forefront  of  print  technology.  With  open-architecture  systems,  remote  service 
diagnostics,  production  and  administration  data  management.  Ongoing  market 
research,  close  contact  with  customers,  and  awareness  of  their  requirements. 
Together,  the  basis  for  industry  leadership.  For  more  information:  Phone: 
630.920.2000,  Fax  630.920.9183,  www.manroland.com. 
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Profitability  by  Design. 


A  newer  version  of  Monotype’s  FasTrak  machine  on  display  at  a  show  in  Chicago  (left) 
and  a  close-up  of  its  frequency-doubled,  green-laser  imaging  head  (below).  A  violet- 
laser  version  also  is  available  and  has  found  its  first,  commercial  customers.  Western 
Newspapers'  two  Arizona  plants  operate  three  of  the  first  blue-laser  FasTraks. 


variables:  negative-to-plate  registration 
and  negative-to-plate  dot  gain.”  Since  late 
1999,  his  shop  has  been  one  of  many  that 
print  Investor’s  Business  Daily  on  50  to 
100  Western  Lithotech  DiamondPlates 
(output  by  an  internal-drum  Purup- 
Eskofot  DMX)  since  late  1999- 

Running  the  same  plates  on  the  first 
DMX  installed  in  the  United  States  —  in 
early  1998  —  The  Roanoke  (Va.)  Times  gets 
“a  sharper,  harder  dot  that  is  not  influenced 
by  the  extra  step  involved  with  film,”  says 
Production  Director  Dennis  (Chip)  Harris. 
“It  also  eliminates  other  inherent  problems 
with  film,  such  as  fogging  and  exposure 
variance.”  Without  film,  all  dot  gain  is  on 
press,  and  “if  we  maintain  our  processors, 
the  gain  is  very  consistent,”  says  Harris. 

In  H2irtford,  the  “biggest  improvement” 
Butler  sees  is  “the  ability  to  lower  dot  gain” 
and  the  “cleaner,  crisper  look  to  the  images” 
that  sharper  dots  seem  to  create,  though  he 
acknowledges  the  latter  is  more  a  matter  of 
observation  than  technical  measurement. 

In  conventional  platemaking,  one  of  the 
biggest  contributors  to  increased  dot  gain 
is  when  “plates  are  not  exposed  properly,” 
says  Butler.  On-press  dot  gain  “can  increase 
...  very,  very  quickly,”  he  explains,  as  a  result 
of  only  a  small  overexposure,  often  made  to 
try  “to  avoid  call-back  on  plate  wear.” 

For  Butler,  it’s  important  to  do  away  with 
that  “huge  variable,”  which  can  range  from 
an  acceptable  2%  to  3%  increase  in  nega¬ 
tive-to-plate  exposure,  to  as  much  as  10%. 
For  50%  halftone  dots  on  a  laser-imaged 
plates,  he  sees  on-press  dot  gain  “in  the  very 
low  20s,”  whereas  the  industry  typically 
sees  28%  to  32%. 

“On  average,  I  attribute  about  5%  to 
6%  of  that  to  plates,”  he  says,  noting  that 
little  increases  at  the  film-to-plate  stage 
translate  to  much  larger  increases  by  the 
time  ink  makes  its  way  from  plate  to 
blanket  to  paper. 

DiamondPlate,  he  says,  tends  “to  require 
a  little  bit  more  water  to  clean  up.”  With 


water  under  control,  however,  he’s  had  no 
problem  with  tinting  and  toning. 

Re^ster  here 

Eliminating  Butler’s  first-mentioned 
variable,  registration,  was  a  big  plus  for 
Clement  when  his  plant  began  exposing 
Agfa  plates  with  its  two  argon-ion  (blue) 
laser  Monotype  FasTrak  machines  372 
years  ago.  That  capstan  flatbed  imager  is 
also  available  with  frequency-doubled  YAG 
(green)  and  violet  lasers  for  silver-emulsion 
and  photopolymer  plates. 

“You  get  a  guy  who  misses  a  target  when¬ 
ever  he’s  stripping  four-color,  then  you’ve 
got  all  kinds  of  problems  trying  to  register 
it,”  says  Clement.  The  possibility  of  film 
misregister,  however,  disappears  when  the 
film  does.  It’s  important  to  Clement  be¬ 
cause  his  plant  prints  far  more  than  the 
18,000-to-20,000-copy  press  run  of  The 
Daily  Courier  in  Prescott  “Probably  60% 
of  my  business  is  commercial,”  he  says, 
adding  that  it  accounts  for  about  $8  million 
annuedly.  A  Western  Newspapers  sister  op¬ 
eration  near  Kingman,  Ariz.,  uses  one  Fas¬ 
Trak,  but  Prescott,  close  to  Phoenix,  is  the 
larger  operation,  running  around-the-clock 
five  days  a  week,  with  a  Saturday-night 
crew  to  print  the  Sunday  Courier  and  what- 
■  ever  commercial  work  remains  to  be  done. 

“Our  plate  registration  has  improved  a 
great  deal  since  we  went  to  CT'P,”  says 
Roanoke’s  Harris.  When  register  is  off,  he 
explains,  it  most  often  results  from  “a 
software  problem  [that]  causes  the  target 
for  our  vision  benders  to  be  printed  out  of 
position.”  The  vision  bender  punches  the 
press  notch  in  imaged  plates. 

In  Hartford,  however,  Butler  says  he  sees 
little  difference  in  CTP  register  because  the 


paper  was  already  doing  “a  decent  job  of 
keeping  things  in  register”  —  although  “the 
plating  area  from  time  to  time  can  float  out 
of  the  correct  exposure  range”  and  any  of 
the  202,914-circulation  Couranfs  five 
imagesetters  may  run  out-of-register 
negatives  on  a  given  night. 

All  agree  that,  with  CTP,  training  remains 
important  for  machine  operation,  trouble¬ 
shooting,  and  understanding  the  software. 

But  unlike  conventional  page  stripping 
and  platemaking  skills  that  come  with  prac¬ 
tice,  patience,  dexterity  and  visual  acuity, 

CT  P  requires  mechanical,  maintenance, 
and  software  savvy.  So  where  CTP  skills  do 
affect  quality,  they  do  so  only  indirectly. 

“Training  was  relatively  easy,”  Clement 
recalls,  adding  that  production  enjoys  the 
“luxury”  of  a  new-media  department  that 
handles  all  computer  hardware,  software, 
and  training,  including  the  FasTraks:  “They 
basically  did  our  training.  The  big  differ¬ 
ence  is,  if  you  lose  seasoned  strippers,  they 
can  be  tough  to  replace  —  where  here,  if 
anyone  has  any  computer  savvy  at  all,  you 
can  have  them  up  to  speed  in  30  days.” 

But  as  it  affects  quality,  training  matters 
most  in  processing  and  equipment  upkeep, 
including  predictive  maintenance  on  the 
DMX,  according  to  Harris  at  The  Roanoke 
Times.  “The  key  to  quality  is  the  good 
maintenance  that  you  do  on  the  DMX 
and  processor,”  he  says,  citing  lack  of 
fresh  chemistry  and  cleanliness  among 
things  that  “jeopardize  quality.”  A  bad 
batch  of  plates  also  will  cause  problems, 
“but  we  rarely  have  that  happen,”  he  adds. 

With  clean,  up-to-spec  equipment,  “I 
think  it  doesn’t  matter  —  any  two  operators 
can  probably  produce  the  same  quality,” 
says  his  prepress  and  press  manager,  Gary 
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Plate  room  at  The  Roanoke  (Va.)  Times:  The 
newspaper  now  gets  “a  sharper,  harder  dot.” 


says  Craddock.  “We  have  the  capability  to 
bring  that  page  up  on  the  monitor  for  soft 
proofing,”  says  Harris,  adding  that  “what  you 
see ...  is  exactly  what’s  going  to  be  put 
through  the  RIP.”  But  the  100,249-circula¬ 
tion  Times  did  buy  proofers  for  production, 
advertising,  and  editorial  departments  to  put 
the  same  page  images  on  leftover  newsprint. 
Only  one  or  two  advertisers  ask  for  proofs. 

“It  doesn’t  hurt  that  our  press  is  only 
two  years  old,”  Clement  happily  admits. 

Soon  after  CTP,  Prescott  Valley  installed  a 
16-unit  Goss  Community,  with  two  four- 
high  stacks,  two  folders,  and  splicers. 

Across  the  country,  CTP  was  partly  re¬ 
sponsible  not  only  for  Roanoke  buying  new 
printing  equipment  but  also  for  its  choice  of 
the  latest  press  technology  and  whatever 
quality  improvements  that  may  bring.  “It 
was  part  of  our  justification  for  a  new  press,” 
says  Harris  of  the  recent  first  U.S.  order  for  a 
Heidelberg  Mainstream  80  —  a  principal 
feature  of  which  is  its  four-page-wide, 
one-page-around  plate  cylinder. 

At  80,000  copies  per  hour,  the  4-by-l 
press  can  print  at  newspaper  speeds  using 
half  the  number  of  plates  of  a  conventional 
double-vride  press.  It  was  designed  with  a 
gapless  blanket  cylinder  to  permit  high 
speeds  without  the  mechanical  disturbance 
that  can  affect  print  quality.  The  Mainstream 
also  will  move  the  Times  from  manual  to 
automatic  ink  settings  on  press.  Passing  data 
from  the  RIP,  says  Harris,  “we  feel  we  will 
get  better  ink  presetting  values.” 

The  first  to  supply  platesetters  that  stayed 
in  live  production  at  U.S.  dailies  was  Cym- 
bolic  Sciences,  since  acquired  by  the  Swiss 
firm  Gretag.  Its  NewsJet,  installed  at  the 
State  Journal-Register,  Springfield,  Ill. 

(with  a  commercial  PlateJet),  the  Lejcington 
(Ky.)  Herald-Leader,  and  at  a  regional  pa¬ 
per  in  Ireland,  has  been  superceded  by  a 
1,000-  to  2,000-dpi  version  of  the  Plate- 
Jet4.  Neither  U.S.  site  responded  to  re¬ 
quests  for  comment,  but,  says  David  Stone, 
operations  vice  president  in  Lexington, 
“We’re  installing  two  lines  of  thermal  CTP.” 

Platesetting  heats  up 

The  Herald-Leader -was  “veiy  interested 
in  thermal  technology”  from  the  outset,  but 
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Craddock.  “W’e  don’t  see  a  difference  in 
quality  on  any  given  day  or  night.”  He  cred¬ 
its  imaging  staff  for  quality  in  compensating 
for  gain  when  preparing  photos  and  color. 

Proofing,  from  soft  to  hard 

Print  and  plate  checking  vary.  Roanoke 
does  not  measure  imaged  plates,  but 
regularly  runs  “a  test  page  that  we  output  to 
plate ...  with  several  different  tests  that  we 
can  run ...  to  make  sure  that  everything  is 
calibrated,”  says  Craddock.  Using  a  loupe,  he 
says,  “our  experienced  people  can  tell  if  we’re 
putting  the  right  dot  down,  the  right  screen 
percentage,  that  sort  of  thing.” 

DMX  installation  and  training  in  Hart¬ 


ford  included  calibration  and  imager 
linearization  using  an  Acme  plate  reader. 
Butler  says  a  new  X-Rite  densitometer  also 
can  read  plates,  but  that  the  Courant’s  daily 
checks  are  usually  made  with  Acme’s  device. 

Outputting  full  newspaper  pages  from  a 
Hewlett-Packard  plotter,  Prescott  Valley 
relies  on  proofing  —  which  as  a  commercial 
printer  it  practiced  long  before  adopting 
CTP  —  to  check  quality,  completeness,  and 
color  placement.  Clement  says  customers 
understand  its  purpose  is  not  color  fidelity 
and  that  printed  color  will  be  superior. 

Proofing  gains  importance  when  there  is 
no  film  to  check  for  errors.  But  in  Roanoke, 
“we’re  doing  much  less  hard-copy  proofing,” 


buhrs 


Meeting  Mailing  &  Fulfillment 
Industry  Challenges 

Buhrs  Film  and  Paper  Wrapping  Systems  for  Magazines,  Catalogs, 
Direct  Mail  Products,  and  Newspapers  are  Ideal  for  High-Speed 
Applications  in  Mailing  Houses,  Binderies,  or  Newspaper  Mailrooms. 

•  Mechatrofiics®  Technology  Guarantees  Best  Wrapping 
Quality 

•  Maximum  Speed  of  18,000  Products  Per  Hour  for  High 
Net  Throughout 

•  Product  Thickness  from  a  Single  Sheet  up  to  1-3/8  Inch 

•  Modular  Construction  for  Short  Delivery  &  Installation, 
Customization,  &  Expansion 


Designed  to  Improve  Your 
Performance  -  The  Innovative 
Buhrs  4000  has  Five  Core  Benefits: 
Flexibility,  Reduced  Set  Up, 

Increased  Productivity,  Reduced 
Maintenance,  Safety  and 
Ergonomics  Shaft-Less.  Use  of 
Servo  Motor  Technology  Combined 
with  BUS  interconnection  Provides 
Extended  Configuration  Possibilities. 


Standard  in  Wrapping 
Systems  -  The  High- 
Performance  Buhrs  2000 
Incorporates:  Drastically 
Reduced  Make-Ready  Time. 
On-The-  Fly  Adjustments, 
Short  Operator  Learning 
Curve,  and  Low  Cost  of 
Ownership. 


DYC/Kinyo  Delivers  Superior  Printing  Biankets 
to  the  Newspaper  industiy 

Introducing  the  NP-99  Newspaper  Blanket 


The  NP-99  is  a  4-ply,  .083” 
no  pack  blanket  designed 
for  use  on  all  newspaper 
presses,  especially  older 
vintage  Goss  Metros, 
Metroliners,  Urbanites 
and  Community  presses 
where  controlled  feed 
is  required.  This  no 
pack  blanket  with  its 
revolutionary  new 
compressible  layer  will 
compensate  for  blanket 
overfeeds.  It  features 
excellent  release  char¬ 
acteristics  and  provides 
unmatched  durability 
for  long  runs  between 
blanket  changes.  It  features 
a  uniform  unique  construc¬ 
tion,  with  a  closed  microceU 
compressible  layer,  as  well 
as  a  high  tensile,  smash 
resistant  backing. 


Features  &  Benefits: 

■  Consistent  gauge  control 

■  Ground  Surface  for 
Optimum  Ink  Transfer 

■  Excellent  solid  coverage/ 
dot  reproduction 

■  No  Overfeed 

■  Smash  resistant/ 
High  tensile  backing 

■  Easy  installation  and 
wash-up  (100%  clean 
surface) 

■  Longer  blanket  life 

Consistent,  Superior 
Quality  Guaranteed 

Call800’446-8240 

For  A  No  Obligation 
Trial  Offer. 

Fax:  757-486-5689 
E-Mail:  gd@d-y-c.com 

Glenpointe  Centre  West 
5(X)  Frank  W.  Burr  Blvd. 
Teaneck,  NJ  07666 


DYC  Supply  Co. 


like  others  remained  unconvinced  that  it 
was  up  to  newspaper  demands.  Apart  from 
the  desire  for  truly  process-free  plates, 
newspapers  needed  speed  —  and  thermal 
CTP  was  slow.  It  didn’t  matter  that  its  qual¬ 
ity  was  good  enough  for  commercial  print¬ 
ers  or  that  some  considered  thermal 
an  ideal  candidate  for  frequency- 
modulated  or  stochastic  screening. 

Only  now  are  thermal  platesetters 
for  newspapers  coming  onto  the 
market.  CreoScitex  has  several 
Trendsetter  News  models,  including 
one  slated  to  ship  next  year  that 
exceeds  200  plates  per  hour. 

So  far,  a  few  dailies  have  beta- 
tested  a  75-pph  Trendsetter  2637. 
Beginning  in  February,  and  with 
more  than  a  year’s  experience  with 
visible-light  platesetting  on  the 
DMX,  The  Hartford  Courant  has 
produced  up  to  a  quarter  of  its 
1,000-1,200  plates  nightly  on  a 
thermal  Trendsetter  using  plates  from 
Anocoil  Corp.  in  nearby  Rockville. 

“It’s  kind  of  moved  beyond  a  beta  agree¬ 
ment  at  this  point,”  says  Imaging  and  Qual¬ 
ity  Assurance  Manager  Butler.  “We  will 
start  paying  for  the  plates  in  October.” 

The  Courant  sought  the  200,000 


impressions  it  typically  looks  for  in  conven¬ 
tional  plates,  although  it  usually  only  needs 
150,000  impressions  to  print  300,000 
copies  straight.  “The  goal  that  I  gave  to 
Anocoil  was  to  hit  150,000.  Right  out  of  the 
box,  they  struggled  a  bit,”  says  Butler,  with 


plates  giving  from  50,000  to  90,000 
impressions  without  unwanted  baking. 

Early  tests  on  a  new  Anocoil  version  that 
is  darker  than  the  typical  gray  metal  plate 
“actually  live  up  to  everything  everybody s 
been  touting  about  CTP  thermal,”  says  But¬ 
ler.  They  ran  fine  to  150,000  impressions. 


he  reports,  adding  that  the  pressroom  didn’t 
want  to  waste  paper  by  testing  its  limits. 

“Right  now,  we’re  seeing  in  the  neighbor¬ 
hood  of  7%  less  ink  and  about  15%  to  20% 
less  water  on  press,”  he  says.  While  it’s  still 
early,  “some  tests  are  showing  numbers  that 
run  even  higher  than  that.” 

like  other  plates,  Anocoil’s  go  into 
a  Glunz  &  Jensen  processor,  using  a 
“chemistry  that’s  very  similar  to  the 
subtractive-plate  chemistry,”  with 
develop,  rinse,  gum,  and  dry  stages. 
Unlike  conventional  processing,  it  is 
highly  alkaline,  though  not  caustic, 
and  contains  no  silver  or  heavy  met¬ 
als.  Still,  it  cannot  go  right  into  a  sew¬ 
er  —  solids  must  first  be  filtered  out. 

Butler  says  he’s  been  been  “hitting 
Anocoil  pretty  hard”  on  replenish¬ 
ment  rates.  Chemistry  for  photo¬ 
polymer  and  thermal  plates  must  be 
changed  about  every  2,000  plates, 
about  four  times  as  often  as  for  con¬ 
ventional  plates.  Asking  for  “more  life  out  of 
this  chemistry,”  Butler  credits  Anocoil  for 
“making  a  lot  of  improvements,”  including 
a  test  formula  that  it  hopes  will  last  twice  as 
long.  In  other  respects,  CTP  plates  are  unaf¬ 
fected  by  light  and  are  no  more  susceptible 
to  scratching  than  other  plates,  he  says. 

Citing  “another  advantage  to  thermal” 
that  at  first  wasn’t  believed,  Butler  says  the 
Trendsetter  has  a  “very  narrow  exposure 
threshold”  for  laser  intensity  and  plate  sensi¬ 
tivity  that  results  in  almost  no  poor  expo¬ 
sures  —  a  plate  is  either  not  exposed  or  it  is, 
with  CreoScitex  “SquareSpot”  dots  exhibit¬ 
ing  well-defined  edges.  That  means,  says 
Butler,  “we  don’t  linearize  the  machine  — 
ever.”  He  says  Creo  told  him  the  Trendsetter 
tracks  the  70-plus  laser  diodes  as  some  fail 
over  time  and  eventually  alerts  the  user 
when  failures  reach  a  critical  level  that 
requires  a  new  thermal  imaging  head. 

“The  only  thing  that  can  vary  the  dot  on 
thermal  seems  to  be  the  processing  con¬ 
ditions,”  Butler  says,  which  are  “like  a  cliff"... 
very  visible  right  away.”  Unlike  visible-light 
exposure,  he  says,  in  thermal  imaging  an 
infrared  laser  acts  on  a  plate’s  nonimage 
area,  leaving  it  in  an  oil-repellent  state. 

Platemakers  at  the  Courant  now  cover  the 
spectrum  —  from  ultraviolet  exposure  of 
page  negatives,  to  the  laser  made  visible 
green  from  energy  pumped  through  a  man¬ 
made  garnet,  to  the  Trendsetter’s  infrared 
laser  diodes.  “The  plate-room  staff  really 
seemed  to  enjoy  the  whole  process  of  being  a 
beta-test  site,”  Butler  recalls.  “They  became 
very  involved  in  [determining]  what  the 
software  was  going  to  be  like  and  [saw]  it 
come  to  light  fairly  quickly.”  11 
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use  Annenberg  seeks  a  leader  with  exceptional  experience  and 
passion  to  serve  as  Director  of  its  School  of  Journalism. 

Thanks  to  the  Annenberg  Family  and  Foundation,  we  have  grown 
dramatically  in  the  past  five  years.  With  an  outstanding  faculty,  an 
innovative  curriculum,  cutting  edge  technology,  and  an  array  of 
prestigious  grants  and  programs,  we  are  preparing  our  students  for 
the  challenges  of  the  21  st  century. 

Our  Los  Angeles  location  places  us  at  the  confluence  of  the 
economic,  cultural,  and  social  currents  of  the  future.  In  this  diverse, 
news-rich  media  capital,  faculty  and  students  engage  real-world 
issues  as  they  confront  the  practice,  values,  and  ethics  of  the 
profession. 


y  The  Director  will  be  a  skilled  journalist  and  administrator  with 

^  H  substantial  academic  experience.  We  welcome  a  Director's  talent 
M  and  teamwork  in  managing  the  School's  continued  growth. 
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Dean  Geoffrey  Cowan/Professor  Ed  Guthman  •  Annenberg  School  for  Communication  •  3502  Walt  Way 
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The  Hartford  Courant's  Chris  Butler  with  CreoScitex  thermal 
Trendsetter,  which  produces  up  to  a  quarter  of  its  plates. 
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Circulation  link 
remains  msty 

The  great  convergence  gap:  Few  connect 
online  and  print  subscription  systems 


There  is  lots  of  talk  about 
convergence.  For  the  most 
part,  the  focus  is  on  sharing 
editorial  resources  across 
print,  broadcast,  and  online  properties. 

And  while  that’s  a  great  thing,  I  think 
there  is  an  even  better  convergence 
opportunity  that’s  being  overlooked: 
linking  newspaper-subscriber-circulation 
systems  with  online  e-commerce  systems. 

Our  online  news  consumers  are  a 
mixed  group. 

Some  are  loyal  subscribers 
to  the  printed  newspaper 
who  like  to  get  updates 
and  other  information. 

Newspapers  could  use 
“circulation  convergence”  to 
help  these  customers  manage 
their  accounts,  such  as 
renewals  or  vacation  holds. 

Others  using  our  Web 
sites  only  access  our  news 
content  online.  For  some 
sites,  these  nonsubscribers 
make  up  half  of  their  online  consumers. 
This  is  a  very  valuable  market  of  potential 
print  subscribers  to  whom  we  could 
market  the  value  of  adding  print  sub¬ 
scriptions  to  their  information  mix.  Going 
after  this  market  should  be  simple:  Use 
the  Internet  and  make  subscribing  as  easy 
as  ordering  a  book  from  Amazon.com. 

The  sad  fact  is  that  few  newspapers 
have  the  technology  in  place  to 
accomplish  these  goals.  This  problem 
is  the  focus  of  a  recently  released  report 
of  the  Newspaper  Association  of 
America’s  (NAA)  Circulation  Federation, 
entitled  “Come  Together:  Defining  the 
Complementary  Marketing  Roles  of 
Print  and  Online.”  (Full  disclosure: 


j  Finberg-Gentrj',  the  Digital  Futurist  | 
!  Consultancy,  were  consultants  to  the 
NAA  for  this  project.) 

In  a  survey  of  290  circulation 
managers,  this  convergence  gap  is 
clearly  illuminated:  Only  7%  of  those 
responding  said  their  online  and  print  i 
I  subscriptions  systems  are  electronically 
I  linked  together.  That  leaves  a  whopping 
I  93%  “unconverged.” 

I  Instead,  most  newspapers  rely  on  a  I 
kludge  of  systems  that 
include  e-mail  to  either  the 
circulation  department  or 
the  online  department. 

Some  newspapers  even  print 
out  this  e-mail  and  have 
customer-service  agents 
type  the  contents  into  the 
circulation  system. 

The  worst  example  is  the  j 
kind  of  site  that  requires 
online  customers  to  write 
down  the  customer-service 
telephone  number,  move  | 

away  from  their  computers,  and  phone 
the  newspaper  to  request  subscriptions.  ■ 

This  technological  disconnect  was 
shared  across  all  circulation  categories, 

Irom  the  smallest  newspapers  to  the 
largest,  in  the  NAA  survey. 

The  Web  shopping  experience  is  about 
acting  on  a  decision  while  you  have  time 
and  while  you  are  online.  If  a  customer 
likes  the  content  he  or  she  is  reading,  then  ! 
the  newspaper  Web  site  must  provide  a  | 

quick  way  to  sign  up  for  the  print  version.  I 
Unfortunately,  I  do  not  see  the  solution  ; 
being  rolled  out  across  newspaper  Web  j 
sites  soon.  The  dilemma  is  twofold:  ! 

•  'There  seems  little  demand  to  have  i 
i  a  fully  integrated  customer-service  1 


solution.  Newspapers  can’t  measure  what 
they  are  missing  and  hence  it  becomes 
harder  to  develop  the  return  on  invest¬ 
ment  to  integrate  traditional  circulation 
systems  with  e-commerce  capabilities. 

•  'The  majority  of  newspaper  circu¬ 
lation-management  systems  are  “home¬ 
grown.”  It  will  take  resources  to  either 
upgrade  them  to  allow  for  more  dynamic 
connection  between  our  circulation  and 
Web  systems  or  to  replace  i^em. 

For  many  newspapers,  integration  of 
circulation  and  Web  e-commerce  systems 
means  thinking  differently  about  cus¬ 
tomers  and  how  to  manage  that  informa¬ 
tion.  Many  circulation  systems  are  built 
on  the  premise  of  “delivery-list  manage¬ 
ment”;  Web  e-commerce  systems  are  built 
on  the  idea  of  “customer  management.” 

To  use  the  Web  effectively  as  a  sub¬ 
scription  acquisition  method,  circulation 
managers  need  to  focus  on  building 
complete  customer-management  systems. 

With  a  customer-management  system, 
you  can  track  who  is  a  subscriber  and  a 
frequent  user  of  classified  ads.  Or  who 
has  requested  information  from  the 
Web  site  and  is  a  Sunday-only  subscriber. 
With  such  knowledge,  companies  can 
offer  loyalty  programs  that  tie  a  customer 
to  the  newspaper  or  upsell  the  occasional 
subscriber  new  products  and  services. 

Beyond  the  convergence  needed 
between  circulation  and  online  depart¬ 
ments  to  build  an  effective  customer- 
management  system,  there  needs  to  be 
better  communication  between  the 
newspaper  and  its  technology  supplier. 

A  supplier  should  grasp  this  opportunity 
to  help  the  newspaper  understand  why  a 
fully  integrated  effort  is  in  the  customer’s 
best  interest  and  to  develop  tools  and 
solutions  that  are  Web-based.  In  many 
respects,  these  vendors  need  to  re¬ 
engineer  their  systems  to  get  away  from 
the  legacy  technology  of  the  past  and  use 
the  Internet  as  their  platform. 

[For  more  information  about  NAA’s 
“Come  Together”  report,  call  (800) 
651-4622  or  (703)  902-1803.]  11 

Finberg,  managing  director  of 
Finberg-Gentry,  the  Digital  Futurist 
Consultancy,  has  worked  in  newsroom, 
information-technology,  interactive- 
media,  and  corporate-strategy  roles 
for  several  leading  newspapers, 
includingThe  Arizona  Republic  in 
Phoenix,  the  Chicago  Tribune,  and  the 
San  Francisco  Chronicle. 
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Are  systems  support 
costs  out  of  control? 


Speaking  frankly  about  finding  the  right 
IT  equation  to  make  costs  match  value 


rOR  NEWSPAPERS  TODAY,  IT 

support  is  vastly  more  complex 
than  ever.  Automated  pagina¬ 
tion  systems  have  added 
magnitudes  of  intricacy.  Computer-based 
processing  of  graphics  has  added  new 
layers  of  hardware  and  software.  Database- 
driven  systems  for  classi¬ 
fied  advertising  and 
financial  information 
require  specialized  skills 
to  operate  and  maintain. 

The  amount  of  software 
and  hardware  has 
increased  immeasurably 
in  the  past  25  years. 

Along  the  way,  we  also 
experienced  the  open- 
systems  revolution. 

Systems  that  once  came 
in  a  single  package,  more 
or  less,  now  comprise  a 
labyrinth  of  network, 

Wintel,  Macintosh,  and 
server  components.  Soft¬ 
ware  applications,  too,  are 
being  constructed  from  commercially 
packaged  operating  systems,  database  en¬ 
gines,  and  off-the-shelf  software  programs. 

We  reaped  the  cost  benefits  that  come 
with  materials  targeted  for  mass  consump¬ 
tion,  but  we  forfeited  the  comfort  of  a 
single-vendor  caretaker.  The  proliferation 
of  computer-driven  processes  and  the 
interchangeability  of  pieces  and  parts  have 
forced  us  to  redefine  the  concept  of  support. 

Each  layer  of  automated  processes  — 
operating  system,  database-management 
system,  and  production  application  — 
requires  its  own  support. 

It  is  not  uncommon  for  support  and 


maintenance  agreements  to  run  well  into 
the  millions  of  dollars  for  a  large  or 
midsize  newspaper.  And  that’s  in  addition 
to  the  cost  of  in-house  staff  required  to 
maintain  the  systems. 

So  how  much  is  too  much?  What  are 
we  getting  for  our  ongoing  investment  in 
support  agreements? 

Most  agreements 
offer  updated  software 
releases,  access  to  tele¬ 
phone  support,  and 
on-site  house  calls  in 
case  of  emergencies. 
Some  offer  a  regular 
maintenance  program, 
plus  fixing  specific 
problems.  Many  offer 
different  levels  of 
service,  often  named 
for  precious  metals  — 
bronze,  silver,  gold, 
platinum,  etc. 

Do  we  get  our  mon¬ 
ey’s  worth?  Vendors 
frequently  sell  support 
for  a  percentage  of  the  cost  of  the  installed 
software  licenses.  Support  may  also  be  sold 
on  a  per-user  basis.  Either  way,  we  are 
often  paying  for  something  that  might 
happen  rather  than  something  that  does. 

One  colleague  suggested  the  value 
of  support  is  equivalent  to  the  potential 
loss  of  revenue  that  would  result  from  a 
failure.  That  sounds  good,  but  it  still 
doesn’t  adequately  address  what  is  a 
reasonable  price  for  support. 

The  value  equation  for  support  is 
complicated  by  the  needs  of  the  vendors 
who  provide  it.  What  happens  if  revenue 
from  agreements  is  not  enough  to 


maintain  the  personnel  necessary  to  sup¬ 
port  the  product?  Should  the  vendor  view 
its  support  operation  as  a  profit  center? 

Some  suppliers  view  support  operations 
as  a  break-even  business,  part  of  the  obliga¬ 
tion  of  providing  technology.  Others  view 
.  it  as  a  crucial  source  of  revenue  during 
difficult  times.  There  are  older  newspaper 
.system  suppliers  that  are  relying,  in  part,  on 
such  revenue  to  keep  the  company  afloat 
while  they  transition  to  new  products.  In 
the  end,  the  appropriate  cost  for  support 
agreements  is  a  delicate  balance  of  afford¬ 
ability  for  the  customer,  adequate  revenue 
to  sustain  the  vendor’s  support  efforts,  and 
reasonable  value  for  the  money  paid. 

Support  contracts  are  a  necessary 
part  of  the  cost  of  ownership.  But  today 
there  are  so  many  software  and  hardware 
components  requiring  support  arrange¬ 
ments  that  the  cost  is  becoming 
prohibitive.  It  is  difficult  to  justify  capital 
investment  in  a  system  when  it  means 
adding  as  much  as  a  million  dollars  to 
your  annual  operating  budget. 

I  There  is  no  universal  formula  to  deter- 
!  mine  the  fairness  of  support  agreements. 
There  are  simply  too  many  unique  factors 
involved  with  each  system  or  software 
purchase.  But  one  thing  that  might  help  is 
more  candor  on  the  part  of  suppliers  in 
justifying  the  price  of  their  support.  Ven¬ 
dors  should  more  thoroughly  explain  the 
philosophy  of  their  support  strategies  and 
detail  how  the  price  balances  against  the 
:  resources  required  to  sustain  the  effort, 
i  Frank  discussions  about  support  costs 
may  not  make  them  any  easier  to  stomach. 
But  a  clear  understanding  of  the  value 
;  equation  can  at  least  make  it  taste  better.  11 

j  Wolferman,  vice  president  of  information 
technology  for  the  Denver  Newspaper 
I  Agency,  has  spent  more  than  25  years  as 
I  a  newspaper  journalist,  editor,  production 
I  executive,  and  information  technologist. 
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-FEATURES  AVAILABLE- 


COLUMNS  AVAILABLE 


POPULAR  FAMILY  HUMOR  COLUMN 

Perfect  for  your  family  audience 
See  for  yourself.  Free  samples 
Mike  412  303-1014Arivfam@juno.com 

ENTERTAINMENT 

HUMOR.  Tongue-in-cheek  take  on  polar 
opposites-Real  Life  &  Hollywood.  From  in¬ 
dustry  PR  vet  just  trying  to  sleep  easy.  Art 
Buchwald  meets  The  Player.  Plus  star  inter¬ 
views.  Ken  323/4690252. 

FEATURES  AVAILABLE 

TRIVIA  WITH  A  TWIST  get  “Ponder  Points” 
6  days  a  week  250-350  words  per  day 
$15.00  per  week  (512)  345-7475  to: 
www.pearyperry.com  for  samples 

HOME  IMPROVEMENTS 

HOME  FIX-UP  PROJECTS 

Free  highn-es  photos  with  text 
available  for  download  24/7  at 
HomelmprovementTime.com 


ABSOLUTELY  the  finest  in  crosswords 

PUZZLE  FEATURES  SYNDICATE 

Call  (800)  2924308/(909)  927-0164 

PUBLISHER  WANTED 

NEED  PUBLISHER  FOR  books  on 
prophecy,  bread,  and  donuts. 

J.J.  Cantrell,  Box  470631 
Forth  Worth.  TX  76147 

_ WEATHER  MAPS _ 

WEATHER  MAPS,  7  day  forecast,  revolu¬ 
tionary  technology  from  Weather  Under¬ 
ground.  Print  ready  custom  formats,  simple 
contracts,  competitively  priced.  World 
coverage  in  50-h  languages. 

(415)  5434806x2 

http//www.wunderground.com/newspaper 


-ANNOUNCEMENTS- 


CONTENT  FINDER 


CONTENT  HNDER  (www.econtentfinder.com) 
Identify  Suppliers  of  Syndicated  Content  Indexed 
by  Topic,  Target  Audient,  Type  or  Language. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 
www.editorandpublisher.com 


NEWSPAPER  APPRAISERS 


LEADER  IN  NEWSPAPER  APPRAISALS 

Free  Initial  Valuation... go  to 

www.mediamergers.com 

W.B.  Grimes  &  Co.,  Est.1959 


NEWSPAPER  BROKERS 

MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 

800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett.  South  (828)  749-6397 
Stephen  Klinger,  Sou^west 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
Scott  McGraw,  Midwest 
(517)  369-3066 
Ron  Mix,  West  (209)  634-7202 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)3684352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  B.. 
Newspapers 

Check  our  references 
(214)  265-9300 

Rickenbacher  IVfedia 

6731  Desco  Dr..  Dalla 
6731  Desco  Dr.,  Dallas,  TX  75225 
WWW. rickenbachermedia.com 


MEDIA  AMERICA  BROKERS 
!  Lenox  Towers.  Suite  1 000 

I  3390  Peachtree  Fid.  NE 

Atlanta,  GA  30326 

(404)  364  6554.  Fax  (404)  364-6533 
Loti  W.  Williams 

PHILLIPS  PROPERTIES.  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 

NEWSPAPERS  FOR  SALE 

BEACH  YOURSELF-RARE  opportunity.  | 
,  Highly  respected,  established,  free  newspa¬ 
per  in  prime  Zone  1  waterfront  town. 
250,000-t-  copies  annually.  Ideal  for  aspiring 
-  or  retiring-couple  with  knowledge  of  com¬ 
munity  publishing.  I 

Michael  Bradley,  (508)  563-2835 

I  CHICAGO  NORTH  SUBURBAN  weekly  I 
j  newspaper  for  sale.  44  years  old.  $1  million  j 
I  gross  sales.  P.O.  Box  651,  Wilmette.  I 
!  IL  60091.  ' 

I  MAJOR  CITY  MAGAZINE,  Slick,  4-color,  i 
profitable.  $225K.  Also  county  seat  week-  | 
lies,  others.  Free  list.  Bill  Berger,  ATN,  i 
1801  Exposition,  Austin,  TX  78703-2833  i 
(512)  476-3950 

NEWSPAPER  APPRAISERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  years  we've  produced  top  vcilues  for  publishing  companies,  in 
thousands  of  transactions  througnout  the  country.  We  have  built  this 
record  on  hard  work,  expierience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribb  •  Jim  Hicks  B 

Tom  Karavakis  •  Gary  Greene  wL  JL  kJP -kB 

Kerry  Murdock  ^  ASSOCIATES 

Publication  Brokerage  &  Appraisal 

(406)586-6621 

Bozeman.  Montana 


cribty.  com 

^Listings  Topics.  More! 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 


2  GOSS  SSC-4  Highs  21  1/2”  cut-off 

running  well  -  $100,000.00  each  -  or  best 
offer  by  owner  (631)  231-  6060 


_ MAILROOM _ 

BUY/SEU/AU  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 

NEWSTEC.  INC 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  85a7945 
Fax:  (508)  850-7951 
www.newstec.com 

NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor.  &  Wall...We  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


INDOOR  FREE  PUBLICATION  RACKS! 

New.  9  or  12  pockets.  Sign  holder. 
Black.  Negotiable  (888)  302-8288 


ENTFE  HGH  QUALITY  NEWSPAPER 
PLANT  FOR  SALE 

Community  SSC  folder,  two  stacked 
SSC  units  producing  great  process 
color,  four  SC  units,  complete  prepress 
and  post-press  equipment... 

EVERYTHING  WORKING! 
Details  and  photos  at  our  web  site, 
kpcnews.com.  Click  on  the  machinery 
ad  in  the  top  right-hand  box  on  the  site’s 
home  page... Make  us  an  offer...  On  site 
storage  available  until  February  1, 2002 


HARRIS  V-15A  PRESS  (4  units  +  foMerl. 
Recently  shut  down.  Good  condition. 

Location  in  Arkansas.  $55K. 

Call  Randy  Cope  at  (417)  451-1520 


If  you  ix)n't  see  a 


('..ATEfiOKY  TH.AT  FITS  YOl  K  NEEDS. 


PLEASE  CALL  US  AT 


888.82S.9149 
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-INDUSTRY  SERVICES- 


-HELP  WANTED- 


ADVERTISING  CONSULTANTS 


SALES  CONSULTATION 
Prior  radio  station  owner  shares 
successful  advertising  sales  tech¬ 
niques.  Over  20  years  experience. 
New  business  development,  prospec¬ 
ting.  sales  management,  one-on-one 
sales  coaching,  developing  sales 
teams,  closing  sales,  and  more. 

Benchmark  Sales  Consulting 
(61  7)  232-5  5  7  6 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
Eric  Southward 
www.metro-news.com 


BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 

C2CIRCUUTI0rrSE^ES,TNC. 
The  Prepaid  Sales  Leader 

Find  Out  More  At 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  49SO470  ext.  109 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marfcetingplusinc.com 
www.marfcetingpiusinc.com 

PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7768397 

WWW.PROSTARTS.COM 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBUSHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscripbon  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-%10 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
with  it’s  revenues?  Profitable  turnkey  web 
sites  for  newspapers.  877/4628397 
www.our-hometown.com 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


-HELP  WANTED- 


ACADEMIC 


UNIVERSITY  OF  OREGON:TENURE  TRACK 
The  School  of  Journalism  and  Communica¬ 
tion  seeks  to  All  the  Jonathan  Marshall  First 
Amendment  Chair  with  a  tenure-track  ap¬ 
pointment  at  the  associate  or  full  professor 
level,  beginning  in  the  2002-2003 
academic  year.  The  ideal  candidate  will 
have  a  distinguished  record  of  research 
and  publication  in  press  freedom,  with  a 
special  emphasis  on  constitutional  protec¬ 
tion  of  freedom  of  speech  and  press  and 
on  the  role  of  the  press  in  a  democratic  so¬ 
ciety,  and  a  demonstrated  potential  for  out¬ 
standing  university-level  teaching.  An  ad¬ 
vanced  degree  is  preferred. 

Responsibilities  include  teaching  at  both  the 
undergraduate  and  graduate  levels;  playing 
a  leadership  role  in  the  teaching  of  first 
amendment  issues  in  the  School;  pursuing 
academic  and/or  professional  publication; 
and  professional  service  and  outreach  at 
the  local,  regional  and  national  levels.  Con¬ 
sideration  of  applications  begins  Nov.  2, 
2001.  Please  send  resume  and  three  refer¬ 
ence  letters  to:  Duncan  McDonald,  Chair, 
Jonathan  Marshall  First  Amendment  Chair 
search  committee,  School  of  Journalism 
and  Communication,  1275  University  of 
Oregon,  Eugene,  OR  97403-1275. 
http://)Comm.uoregon.edu/ 

An  AAEO  employer  committed  to  cultural 
diversity  and  compliance  with  ADA. 


ACCOUNTING 


BUSINESS  MANAGER 

The  CommerciaFNews  has  an  opening  for  a 
Business  Manager  to  oversee  all  functions 
of  the  Finance  Department  and  work  with 
other  departments  to  achieve  newspa¬ 
per-wide  goals.  This  position  requires  a  de¬ 
gree  in  accounting  or  related  field  and  a 
minimum  of  five  years  of  supervisory  expe¬ 
rience.  Job  Duties  will  include:  financial  re¬ 
porting,  analysis  and  budgeting.  The  Com¬ 
mercial-News  offers  a  full  benefit  package 
including  health,  life,  LTD,  vision,  dental 
and  401(k).  The  Commercial-News  is  a 
17,870  daily/19,736  Sunday  newspaper. 

Resumes  should  be  directed  to: 

Carol  L.  Nichols,  Publisher 
CommerciaFNews 
17  W.  North  St. 

Danville,  IL  61832 
(217)  477-5122 

Or  E-mail  to:  cnichols@dancomnews.com 
SEPTEMBER  17,  2001 


ADMINISTRA’TIVE 


PUBLISHER:  WEEKLY  TRADE  NEWSPAPER 
My  client,  a  fast  growing  newspaper  group, 
seeks  a  publisher  for  a  weekly  trade  news¬ 
paper  located  in  Louisiana. 

This  is  an  established  newspaper  in  a  ma¬ 
ture  market.  The  best  candidates  will  enjoy 
the  challenge  of  increasing  the  news¬ 
paper’s  impact  and  building  profitability  via 
active  community  involvement  and  aggres¬ 
sive  leadership  of  circulation  and  advertis¬ 
ing  sales.  Broad  experience  in  publishing  is 
required.  Send  resume  to: 

Harvey  Wigder,  Fulcrum  Resource  Group 
171  Dorset  Road,  Newton,  MA  02468 
Fax:  (61 7)  9648377 
E-mail:  hwigder@fulcrumgroup.com 


PUBLISHER 

Women’s  Business  New  York,  a  new  monthly 
business  paper  aimed  at  women  executives 
and  professionals  in  New  York  City 
and  CT,  NJ,  NY  suburbs,  seeks  dynamic 
publisher.  Ideal  candidate  will  be  responsible 
for  overall  title  management.  Strong 
sales  background,  track  record  of  success 
required,  plus  excellent  oral,  written  com¬ 
munication  skills.  Knowledge  of  New  York 
market  preferred.  Publication  is  a  division 
of  Women's  Business  Media,  LLC,  an  ex¬ 
panding  regional  publisher  based  in 
Hingham,  MA.  Resume  and  salary  require¬ 
ments  to  John  Morgan,  COO,  Women’s 
Business  Media  LLC,  880  Third  Avenue, 
New  York,  NY  10022. 

johnm@womensbiz.com 
No  phone  calls  or  recruiters,  please 


GOT  TALENT? 

Need  a  new  challenge,  position  or  geo¬ 
graphic  change?  Visit  us  often  to  check  for 
new  employment  opportunities! 

www.BrehmCommunications.com 


INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winn¬ 
ing  Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  highenergy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  +  stock  options  for  aggres¬ 
sive  leaders  (we  are  venture  capital- 
backed).  This  is  not  for  the  faint-hearted! 
Cover  letter  &  resume  to: 

hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695 


ADVER'nSING 


ADVERTISING  MARKEDNG  MANAGER 
Midwest  daily  (35,000  d,  38,000  S)  is  look¬ 
ing  for  an  experienced  advertising 
marketing  professional  who  can  continually 
provide  meaningful  marketing  support  to  a 
sales  staff  of  17.  Candidate  must  be  famiF 
iar  with  Ad  Director  presentations.  Power 
Point,  and  research  interpretation.  Compen¬ 
sation  package  commensurate  with  experF 
ence.  Excellent  benefits  package  and 
401(k).  Community  offers  quality  of  life  that 
is  second  to  none.  Send  cover  letter  and 
resume  to:  Tom  Kuchera,  Advertising  Direc¬ 
tor,  Grand  Forks  Herald,  P.O.  Box  6008, 
Grand  Forks,  ND  582068008. 


ADVERTISING 


CLASSIFIED  MANAGER 
The  Courier  Times,  located  in  Bucks 
County,  PA,  northeast  of  Philadelphia,  is 
searching  for  a  Classified  Advertising  Man¬ 
ager.  The  ideal  candidate  will  be  a 
self-starter  with  good  people  skills  and 
strong  management  technique,  a  person 
who  is  an  innovator  and  able  to  develop 
new  classified  revenue  initiatives.  Newspa¬ 
per  advertising  sales  experience  and  ability 
to  develop  and  implement  successful  sales 
presentations  is  required.  Prior  sales  man¬ 
agement  with  the  ability  to  develop  and  mo¬ 
tivate  a  professional  sales  team  is  a  plus. 
The  Courier  Times  offers  an  excellent  com¬ 
pensation  program  and  benefits,  including 
medical,  dental  and  401(k).  Interested  can¬ 
didates  should  send  resume,  including  sala¬ 
ry  requirements,  to: 

Tim  Birch,  Advertising  Director 
Bucks  County  Courier  Times 
8400  Route  13,  Levittown,  PA  19057 
Or  E-mail  to 

tbirch@calkinsnewspapers.com 


DIRECTOR,  MAGAZINE  DIVISION 
Nationally  recognized  Hispanic  Business 
Inc.  has  an  employment  opportunity  for  a 
Director,  Magazine  Division.  Candidate 
must  have  strong  editorial  background, 
experience  with  ad  sales,  business  develop¬ 
ment,  and  working  knowledge  of  pro¬ 
duction.  Must  be  college  graduate  with  ex¬ 
perience  in  the  Hispanic  market.  Send 
cover  letter,  resume  and  salary  histo¬ 
ry/requirements  to: 

hr@hbinc.com 


PRODUCT/SPECIAL  SECTIONS  SALES 
MANAGER:  ADVERTISING  DIVISION 
The  Advertising  Division  of  the  St.Louis 
PostDispatch  is  looking  for  a  self-motivated 
individual  to  have  an  expansive  role  in  de¬ 
termining  the  strategic  sales  focus  of  our 
weekly  and  daily  newspaper  products  in  ad¬ 
dition  to  all  special  sections.  This  person’s 
strategic  focus  will  be  in  the  following  four 
areas:  Sales  drive  and  focus  in  all  products 
and  special  sections;  Revenue  growth  and 
tracking  by  product/section;  Active  adver¬ 
tiser  growth  by  product/section;  and  Analy¬ 
sis  and  assessment  of  special  sections  to 
determine  the  value  of  each  of  each  and 
every  one,  thereby  determining  what  we  go 
forward  with  as  a  company,  what  we  re-tool 
to  be  more  profitable  and  what  we  discon¬ 
tinue  doing  altogether. 

The  successful  candidate  will  possess:  a 
minimum  of  three  years  in  advertising  sales 
or  sales  management,  the  ability  to 
evaluate  sections  and  products  and  make 
recommendations  for  improvements,  excel¬ 
lent  written  and  verbal  communication  skills 
as  well  as  above  average  understanding  of 
the  newspaper  industry. 

We  offer  a  Generous  Benefits  Package;  Ex¬ 
cellent  Salary,  401(k)  plan.  Health  and  Den¬ 
tal  and  Other  Benefits. 

Send  resumes  to: 

ST.  LOUIS  POSTDISPATCH 
Human  Resources 

Re:  Product  Special  Section  Sales  Mgr. 

900  North  Tucker  Blvd. 

St.  Louis,  MO  63101 
Or  send  your  resume  by  FAX  to: 

(314)  340-3005 

Or  by  E-mail:  pdhr@post-dispatch.com 
The  PostDispatch,  an  Equal  Opportunity 
Employer,  values  the  diversity  of  our  work 
force  and  the  knowledge  of  our  people. 

www.editorandpublisher.com 
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-HELP  WANTED- 


ITHACA  COLLEGE 
ROY  H.  PARK  SCHOOL  OF  COMMUNICATIONS 

JOURNALISM  POSITIONS 

The  Roy  H.  Park  School  of  Communications  at  Ithaca  College  invites  applications  for  two  full  time,  tenure-eligible  positions  in  its 
Journalism  Program.  The  appointments  are  at  the  rank  of  Assistant/Associate  Professor  and  are  effective  August  15,  2002; 
salary  competitive. 

The  Journalism  Program  currently  enrolls  200  majors  and  offers  a  B.A.  degree  which  focuses  on  the  changing  nature  of  the 
Journalism  profession  within  a  broad  liberal  arts  perspective.  The  positions  advertised  offer  a  unique  opportunity  to  be  a  part  of 
an  emerging  Journalism  department  and  to  participate  in  shaping  an  evolving  and  contemporary  curriculum  in  one  of  the 
strongest  undergraduate  communication  schools  in  ^e  country.  Recent  grants  and  bequests  from  the  Park  Foundation  and  the 
estate  ofJames  B.  Pendleton  totaling  over  27  million  dollars  have  positioned  the  Park  ^hool  as  one  of  the  premier  undergrad¬ 
uate  communication  programs  in  the  nation  and  created  state-of-the-art  support  facilities  in  audio,  film,  photography,  multi- 
media,  journalism  and  telecommunications. 

Posttion  Descriptions 

Qualifications  for  both  positions  include  a  Ph.D.  or  Master’s  degree  in  Journalism  or  related  discipline  with  significant  and  suc¬ 
cessful  professional  experience  required.  In  addition,  the  successful  candidate  should  demonstrate  evidence  of  teaching  effec¬ 
tiveness  appropriate  for  an  undergraduate  communications  program  and  an  ongoing  and  dynamic  scholarly/professional  profile 
or  potential  for  such.  The  ability  to  teach  at  all  levels  of  the  curriculum  is  required.  We  are  particularly  interested  in  candidates 
who  can  provide  leadership  and  curriculum  development  and  help  build  strong  professional  relationships.  Potential  for  one  of 
the  positions  to  become  program  coordinator  and  department  chair  depending  on  person's  experience  and  interest. 

The  successful  candidates  will  also  act  as  academic  advisors  to  students  and  serve  on  department,  school,  and  college 
committees. 

DIGITAL  JOURNALISM:  This  position  requires  expertise  in  computer-assisted  reporting  techniques,  new  media  technologies 
for  writing,  reporting,  and  presentation  across  print,  broadcast,  and  on-line  formats,  and  an  understanding  of  the  legal  and 
ethical  roles  digital  journalism  plays  in  today’s  society.  It  is  desirable  that  the  successful  candidate  also  be  able  to  teach  cours¬ 
es  in  one  or  more  of  the  following  journalistic  specialties:  business  and  economics,  arts  and  entertainment,  sports,  science  and 
health,  environment,  as  well  as  courses  in  legal  and  ethical  issues  and  possible  newsroom  management. 

BROADCAST/ELECTRONIC  JOURNALISM:  This  position  requires  demonstrated  experience  in  broadcast/electronic  jour¬ 
nalism  with  specific  expertise  in  broadcast  writing,  field  reporting  and  producing,  newsroom  management  and  studio  produc¬ 
tion.  It  is  also  desirable  that  the  successful  candidate  be  able  to  teach  courses  in  one  or  more  of  the  following  journalistic  spe¬ 
cialties:  business  and  economics,  arts  and  entertainment,  sports,  science/health,  environment. 

Applicants  should  send  a  current  vita,  statement  of  interest  including  areas  of  teaching  and  professional  specialization,  and 
three  current  references  to: 

Chair,  Journalism  Search  Committee 
c/o  Karen  Armstrong,  Department  of  Television-Radio 
Roy  H.  Park  School  of  Communications 
Ithaca  College 

328  Roy  H.  Park  Hall,  Ithaca,  New  York  14850-7253 

Phone:  (607)  274-3260  Fax:  (607)  274-7041  E-mail:  karmstrong9ithaca.edu 

Screening  of  applications  will  begin  October  25,  2001.  Applications  will  be  accepted  until  the  position  is  filled. 

Ithaca  College  is  an  independent  residential,  comprehensive  College  with  an  undergraduate  enrollment  of  approximately 
5,800  students.  It  is  located  in  the  scenic  Finger  Lakes  region  of  central  New  York. 

Ithaca  College  is  an  Equal  Opportunity/Affirmative  Action  Employer.  Members  of  underrepresented  groups  fincluding 
people  of  color,  persons  with  disabilities,  Vietnam  veterans,  and  women)  are  encouraged  to  apply. 


ACADEMIC 


ACADEMIC 


ACADEMIC 


ADVERTISING 


DIVISIONAL  TERRITORY  SALES  MANAGER 
The  Advertising  Division  of  The  St.  Louis 
Post-Dispatch  is  looking  for  a  results  driven 
Divisional  Territory  Sales  Manager  to  lead 
day  to  day  sales  activities  of  between  5  and 
12  Account  Executives.  The  ideal  candidate 
will  be  responsible  for  motivating  and 
leading  a  retail  sales  staff  to  increase 
revenues  and  active  advertisers,  coaching 
Account  Executives  on  a  daily  basis  to 
improve  their  skill  level  in  the  arena 
of  sales,  developing  Account  Executives 
to  their  full  potential  to  perform  at 
maximum  levels  and  working  with  other 
Divisional  Managers  to  reach  the  goals  of 
the  Advertising  Department. 

The  successful  candidate  will  possess:  a 
minimum  of  five  years  in  the  advertising 
sales  and/or  sales  management  with  a 
proven  track  record  of  consistently 
exceeding  goals,  proven  ability  to  teach, 
coach  and  mentor  others,  exceptional  time 
management  and  organizational  skills,  a 
demonstrated  commitment  to  consultative 
selling  philosophy  and  an  above  average 
understanding  of  the  newspaper  industry. 
Send  resumes  to: 

ST.  LOUIS  POST-DISPATCH 
Human  Resources 
Re:  Divisional  Territory  Manager 
900  North  Tucker  Bh/d. 

St.  Louis,  MO  63101 
Or  send  your  resume  by  FAX  to: 

(314)  340-3005 

Or  by  E-mail:  pdhr@post-dispatch.com 
The  Post-Dispatch,  an  Equal  Opportunity 
Employer,  values  the  diversity  of  our  wori< 
force  and  the  knowledge  of  our  people. 


CIRCULATION 


CIRCULATION  MANAGER 
The  New  Jersey  Herald,  a  suburban-rural 
six-day  24,000  daily  in  northwest  New  Jer¬ 
sey,  needs  professional  Circulation  Manager 
to  lead  department  working  to  maintain 
and  build  circulation. 

Successful  candidate  will  show  background 
of  solid  operational  and  management  expe¬ 
rience  to  lead  improvement  in  hard-working 
distribution  force.  Must  be  sales-oriented  to 
innovate  with  department’s  creative  sales 
team  in  very  competitive  area.  Good  com¬ 
munications  skills  a  must. 

As  department  head,  you  would  be  part  of 
the  newspaper’s  strategic  management 
team.  Excellent  starting  salary,  plus  benefits 
package  and  growth  potential.  Experience  in 
similar  area  a  plus. 

Please  send  resume  with  references  and 
salary  requirements  to: 

Kent  Roeder,  General  Manager 
The  New  Jersey  Herald 
2  Spring  Street,  Newton,  NJ  07860 
E-mail:  kroecler@njherald.com 


CIRCULATION  DIRECTOR 
A  well  rounded  and  goal  oriented  individual 
with  strong  leadership,  management  and 
problem  solving  skills  to  lead  a  growing  Cir¬ 
culation  Department.  Person  must  have  ex¬ 
perience  working  in  a  Circulation  Depart¬ 
ment.  Send  resumes  to  Alberta  Saffell  Bell, 
Publisher,  The  Gardner  News,  309  Central 
Street,  P.O.  Box  340,  Gardner  MA  01440. 

Fax:  (978)  630-2215 
Or  E-mail:  albertas@gis.net 


CIRCULATION 


HOME  DELIVERY  MANAGER 
We  are  a  Cox  owned  newspaper  in  east 
Texas  looking  for  a  hands-on  leader  to  direct 
our  home  delivery  operations.  If  you 
believe  your  education  and  experience  pre¬ 
pares  you  to  effectively  balance  service, 
carrier  relations  and  managing  a  seasoned 
circulation  team  then  submit  your  resume 
to:  Circulation  Director,  Longview  News- 
Journal,  P.O.  Box  1792,  Longview,  TX 
75606.  The  compensation  package,  which 
is  commensurate  with  experience,  includes 
excellent  benefits. 


CIRCULATTON 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more. 

Check  out  our  Career  Opportunity  page  at:: 
www.ogdennews.com/opportunities 


CIRCULATION 


CIRCULATION  DIRECTOR:  The  Call  in  Woon¬ 
socket  Rl  seeks  strong  leader  to  sell  7-day 
newspaper  in  Northern  Rl  and  Southern  MA. 
Requires  strong  attention  to  detail  and  cus¬ 
tomer  service  skills.  Full  benefits  including 
401(k).  Great  opportunity  for  someone 
looking  to  next  career  step.  Fax  your 
resume  to  (401)  765D303  Attn:  CGraves 
or  E-mail:  cgraves@joumalregister.com. 
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-HELP  WANTED- 


CIRCULATION 


ZONE  MANAGER,  CIRCULATION 
The  Birmingham  News  is  looking  for  an  ex¬ 
perienced  Zone  Manager.  This  person  will 
coordinate  efforts  of  independent  contrac¬ 
tors.  carriers  and  distributors  regarding 
sales,  service,  collections  and  promotion. 
This  position  supervises  5  Area  Managers 
and  is  responsible  for  circulation  growth 
and  customer  satisfaction.  This  zone  en¬ 
compasses  a  large  part  of  the  State  of 
Alabama  and  requires  a  desire  to  spend 
time  away  from  the  office.  We  offer  an  ex¬ 
cellent  benefits  package.  Send  resumes  to: 
Attn:  Jim  Keeble 
The  Birmingham  News 
P.O.  Box  2553 
Birmingham,  AL  35202 
Fax:  (205)  325-3268 
E-mail:  hr@bhamnews.com 
(No  attachments  please)  EOE 

_ EDITORIAI. _ 

COPY  EDITOR  -  Distinguished  small  daily  in 
lovely  Southeastern  city  needs  a  copy  edi¬ 
tor.  We  want  aggressive  handling  of  copy, 
crisp  headlines  and  creative  page  design. 
Knowledge  of  QuarkXPress,  Pagemaker 
needed.  Newspaper  is  part  of  superior  na¬ 
tional  group.  Send  cover  letter  and  resume 
to  Box  2290,  Editor  &  Publisher,  770 
Broadway.  7th  Floor,  New  York,  NY  10003. 

FREELANCE  EDITOR  for  NY  Black  business 
publication.  Send  resume  and  writing  sam¬ 
ples  to  TNJ,  139  Fulton  Street,  Suite  407, 
New  York,  NY  10038.  Fax:  (212)  962-3537 


EDITORIAL 


AFRAID  OF  CHANGE? 

We're  not  at  the  Daytona  Beach 
News-Journal.  We’re  a  100,000-plus  circu¬ 
lation,  independent  newspaper  serving  16 
communities  along  the  east  coast  of  Central 
Florida,  and  we’re  looking  for  an  experi¬ 
enced  copy  editor  for  our  Night  News 
Desk.  The  newspaper  is  undergoing  a  rede¬ 
sign  and  we  need  someone  who’s  ready  to 
grow  with  us.  If  you  have  a  journalism  de¬ 
gree  and/or  at  least  five  years’  experience 
on  a  copy  desk,  a  strong,  working  knowl¬ 
edge  of  pagination  and  are  willing  to  be¬ 
come  an  active  part  of  the  changes  at  The 
News-Journal,  send  your  resume  to: 

Assistant  Managing  Editor-Operations 
Bruce  Kuehn,  bruce.kuehn@news-jrnl.com 
or  Managing  Editor-News 
Troy  Moore,  troy.moore@news-jrnl.com 
or  mail  to  PO.  Box  2831 
Daytona  Beach,  FL  32120-2831 


EDITOR 

Montana  Outdoors,  MT.  Fish,  Wildlife  and 
Parks.  Bi-monthly  publication.  Responsibili¬ 
ties  include:  article  selection,  editing,  coor¬ 
dinating  promotional  efforts,  and  staff  su¬ 
pervision.  For  more  information  visit 

"”*'^*00*0^^4067444-565^*  ”  *** 

GENERAL  ASSIGNMENT  REPORTER  in  a 
competitive,  growing  market.  401(k)  plan, 
medical  coverage  offered.  Send  resume  to: 

Kevin  D.  Coffey,  The  Independent 
50  North  Avenue  NW,  Massillon,  OH  44647 


EDITORIAL 


ACADEIVIIC 


ACADEIVIIC 


THE  BLOOMBERG  PROFESSORSHIP 

IN  BUSINESS  JOURNALISM 

The  Master's  Program  in  Business  Journalism  at  Banjch  College/CUNY  is  seeking  a 
distinguished  business  and  financial  journalist  for  appointment  as  a  full  professor,  to  begin 
September  1,  2002.  Now  two  years  old,  the  Master's  Program  in  Business  Journalism  is 
emerging  as  a  leading  center  for  training  business  journalists. 

Baruch  College,  a  senior  college  of  the  City  University  of  New  York,  is  home  to  CUNY's 
business  school,  the  Zicklin  School  of  Business:  the  Weismann  School  of  Arts  and 
Sciences,  and  the  School  of  Public  Affairs.  The  College  has  one  of  the  most  diverse  student 
bodies  in  the  U.S. 

In  addition  to  teaching  two  courses  each  semester,  the  Bloomberg  Professor  will  work  with 
Banjch  colleagues  and  leading  business  journalists  to  shape  the  role  and  responsibilities  of 
business  journalism  in  the  21st  century.  This  will  include  the  creation  of  programs  at  Baruch 
College  for  students,  faculty  and  the  public. 

Candidates  should  have  at  least  1 0  years'  experience,  a  graduate  degree,  a  demonstrated  interest 
in  teaching  and  a  strong  publicabons  record  Competency  in  new  media  will  be  regarded  as  an 
asset.  For  candidates  with  a  master's  degree,  a  request  will  be  made  to  the  CUNY  Board  to  waive 
the  doctoral  degree  requirement  that  is  ordinarily  necessary  for  CUNY  faculty  appointments. 

Salary  and  benefits  compare  favorably  with  those  in  leading  journalism  programs.  Send  a  letter 
of  applicabon,  curriculum  vitae,  three  letters  of  recommendation  and  a  selection  of  published 

work  by  November  IS,  2001,  to;  Professor  Joshua  Mills,  Director,  Master’s  Program  in 
Business  Joumaiism,  Baruch  ColiegeAlUNY,  1  Bernard  Baruch  Way,  Box  B-7259.  New  York, 
NY  10010.  Direct  inquiries  to:  Joshua_Mitls@baiuch.cuny.edu  Information  about  the 
program  is  available  at:  hltp:/Aaculty.baruch. cuny.edu/joumalism/msbaruch/index.hlml 
An  A/VEO/IRC/VAOA  Employer 

BaruchCollege 

TheCityUntvBrsityof  NewYbrk 


EDITOR’S  PARADISE 

Guide  the  newsroom  of  the  Best 
Community  Newspaper  in  the  United  States 
3  out  of  the  last  5  years  and  keep  the 
streak  alive.  We’re  seeking  a  bright,  ener¬ 
getic  editor  to  live  in  Gig  Harbor  and  put  a 
passion  for  community  journalism,  leader¬ 
ship  and  design  on  the  line  each  week. 
Send  resume  with  cover  letter  to:  The  Pub¬ 
lisher,  The  Peninsula  Gateway,  P.O.  Box 
407,  Gig  Harbor,  WA,  98335. 


!  EXECUTIVE  EDITOR 

I  Glenwood  Springs  Post  Independent,  Glen- 
I  wood  Springs,  Colorado.  Responsibilities  in- 
I  elude  management  of  the  Editorial  Depart- 
I  ment  at  the  Post  Independent,  including 
■  Editorial  direction  of  the  newspaper.  Candi- 
I  date  should  have  strong  editorial  and  man- 
I  agement  background,  and  be  prepared  to 
j  lead  the  Post  Independent  to  the  next  level. 

'  Please  contact:  Valerie  Smith,  Publisher, 
970-384-3400,  or  E-mail  to: 
j  vsmith@postindependent.com  EOE 


SPORTS  REPORTER  WANTED 
The  Summit  News  in  Summit  County,  Colo., 
is  seeking  a  full-time  sports  reporter  who 
likes  to  work  hard  and  play  hard  in  the 
,  heart  of  the  Rocky  Mountains.  The  position 
i  involves  reporting,  writing,  editing  and  page 
design  duties  as  part  of  a  three-  person 
staff.  Coverage  areas  include  high  school 
sports,  ski  racing,  snow  board  racing, 
mountain  bike  racing,  golf  and  a  whole  lot 
more.  Previous  design  experience  with 
QuarkXPress  a  plus.  Fax  resume  and  clips 
to  sports  editor  Sam  Flickinger  at: 

(970)  668-0755  or  E-mail  to: 
i  sflickinger@vaildaily.com 


EDITORIAL 


EDITORLAI. 


MANAGING  EDITOR 

12,000-circulation  high-energy,  award-winn¬ 
ing  AM  daily  in  county  seat  of  dynamic, 
fast-growing  coastal  area  seeks  detail- 
oriented,  results-driven  managing  editor.  A 
passion  for  local  news  and  good  design  a 
must,  along  with  good  people  skills.  Mas¬ 
ters  degree  or  equivalent,  or  4-10  years  ex¬ 
perience,  or  equivalent  combination  of 
both.  Please  respond  to  Box  2295,  Editor 
&  Publisher,  770  Broadway,  7th  Floor,  New 
York,  NY  10003.  EOE 

MANAGING  EDITOR 

Small  daily  newspaper  seeks  an  energetic 
mature  person  to  lead  the  newsroom.  Prefer 
a  person  with  reporting  and  managing 
experience.  Solid  copy  editing  skills  are  de¬ 
sired.  Will  write  editorials  and  do  page  lay¬ 
out.  Send  resume  and  clips  to  Alberta 
Saffell  Bell,  Publisher,  The  Gardner  News, 
309  Central  Street,  P.O.  Box  340,  Gardner, 
MA  01440.  Fax;  (978)  630-2215  or  E-mail 
albertas@gis.net. 

MANAGING  EDITOR 

The  Ashland  Times-Gazette,  a  family  owned 
12,000  six-day  AM,  seeks  an  experienced 
journalist  for  the  position  of  Managing  Edi¬ 
tor.  Candidate  must  possess  effective  lead¬ 
ership  skills,  8  years  of  editorial  experience 
at  a  daily  newspaper,  and  the  ability  to 
properly  balance  community  journalism, 
community  leadership,  and  management. 
Benefits  include  pension,  401(k),  health/ 
vision/dental  plan,  and  vacation.  Applicants 
should  send  cover  letter,  resume,  writing 
samples  and  salary  history  to  Troy  Dix, 
Publisher,  The  Ashland  Times-Gazette,  40 
East  Second  Street,  Ashland,  OH  44805. 

E-mail:  tadix@dixcom.com 


EDITORIAL 


Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Packaging/Distribution  Managers  -  Daily  newspapers 
in  New  F.ngland  and  California  in  need  of  experienced 
managers;  stn)ng  mechanical  aptitude;  personnel  .skills; 
good  work  envintnments. 

■  Advertising  Directors  -  Daily  newspapers  in  Midwest 
and  New  England  seeking  proven  leaders;  out-of-box 
thinkers  with  exceptional  management  skills;  20-1-  people 
on  each  sales  staff;  good  situations. 

■  Classified  Manager  -  Daily  newspaper  in  Midwest 
(circulation  20,000  to  40, (KK))  needs  experienced  manager 
from  either  clas.sified  or  retail  side  to  lead  staff;  great 
community;  compensation  is  app.  $50,(XX)  to  $(X),<XX). 

Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  6(K)67 
847.963-9300  ■  tnm2@voyager.net  •  fax  847.934.6607 


EDITORdfRUBLISHER:  I'he  cummntiicatian  link, 
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EDITORIAL 


NEWS  EDITOR 

News  editor  needed  for  seven-day,  daily 
newspaper  in  East  Texas,  (Circulation 
8,200).  Number  3  position  in  newsroom  re¬ 
sponsible  for  pagination,  editing  and  some 
management.  Good  benefits,  competitive 
pay,  excellent  opportunity  for  upward  pro¬ 
motion.  Excellent  opportunity  for  someone 
who  has  some  experience  looking  to  take  a 
step  into  management.  If  interested  send 
resume  to  Phil  Latham,  Marshall  News 
Messenger,  P.O.  Box  730,  Marshall,  TX 
75671,  or  Fax  to  (903)  935-6242,  or 
E-mail  to  platham@coxnews.com. 

No  phone  calls,  please 


NEWS  EDITOR 

THE  JOURNAL  NEWS  WEEKLIES 
These  are  rapidly  growing  local-local  papers 
published  by  The  Journal  News,  a  Gannett 
newspaper.  We  need  an  experienced  editor 
to  guide  coverage  and  staff.  Apply  if  you 
can  write,  edit  and  manage  and  have  a 
strong  instinct  for  what’s  important  to  read¬ 
ers.  Pay;  $40’s,  great  benefits  and  oppor¬ 
tunity.  EOE.  Fax:  (914)  696-8228,  E-mail; 
rmelen@thejournalnews.gannett.com 

NEWS  REPORTER 

The  Independent  is  an  award-winning  alter¬ 
native  news  weekly  in  Colorado  Springs,  a 
conservative,  story-rich  environment.  The 
paper  has  an  immediate  opening  for  an  ex¬ 
perienced  news  reporter.  Candidates  must 
be  resourceful,  able  to  craft  in-depth  and 
well-researched  stories  about  local  issues 
and  events  and  have  a  healthy  respect  for 
deadlines.  Send  letter,  resume  and  five 
clips  to  The  Independent,  121  E.  Pikes 
Peak,  Suite  455,  COS,  CO  80903,  Attn: 
Cara  DeGette.  FAX:  (719)5774107.  E-mail: 
degette@csindy.com 


PRESENTATION  EDITOR 
FLORIDA  TODAY,  a  90,000  daily  Gannett 
newspaper  on  the  Space  Coast,  seeks  an 
innovative  Presentation  Editor.  This  editor 
will  ensure  consistent,  compelling  presenta¬ 
tion  throughout  the  paper.  Design  vision 
should  emphasize  sophistication,  impact 
and  clarity.  Must  be  able  to  motivate  and 
manage  a  diverse  staff,  while  planning  and 
executing  informative  pages  under  tight 
deadline  demands.  A  minimum  of  5  years 
at  a  daily  newspaper  is  required.  We  offer 
competitive  pay,  great  benefits  and  a 
strong  work  environment.  E-mail  cover  let¬ 
ter,  resume  and  salary  requirements  to; 
kmarsh@brevard.gannett.com 


REPORTER 

Philadelphia  Gay  News,  an  award-winning 
weekly  newspaper  covering  the  gay, 
lesbian,  bisexual  and  transgender  communi¬ 
ties  in  the  Philadelphia  region,  seeks  a 
fulFtime  staff  writer. 

Responsibilities  include  reporting  and 
writing  news  and  features.  Successful  can¬ 
didates  will  have  a  college  degree  and  jour¬ 
nalism  experience. 

Send  cover  letter,  resume,  clips  and  refer¬ 
ences  to: 

Patti  Tihey,  Editor,  Philadelphia  Gay  News 
505  S.  Fourth  Street 
Philadelphia,  PA  19147 
No  phone  calls,  please 
PGN  is  an  equal-opportunity  employer 


-HELP  WANTED- 


EDITORIAl. 


REPORTER 

The  Daily  Gazette,  a  55,000-circulation  in¬ 
dependent  daily  in  New  York’s  Capital  Re¬ 
gion,  is  looking  for  a  reporter  who  searches 
for  tiigh-impact  stories  and  understands  the 
value  of  community  news.  Clips  should 
show  clear  writing,  enterprising  reporting 
and  a  depth  of  understanding.  Send 
resume  and  work  samples  to; 

Thomas  Woodman,  Managing  Editor 
The  Daily  Gazette 
2345  Maxon  Road  Ext. 

Schenectady,  NY  12308 


i  REPORTER 

;  Want  to  be  the  staff  ace?  Re-energized, 
i  9000circulation  PM  seeks  prolific,  self-mo- 
:  tivated  reporter  who  writes  well  and  wants 
!  to  improve.  Just  want  to  build  a  great  clip 
j  file?  That’s  OK  -  we’ll  even  help.  Degree  re¬ 
quired,  experience  a  plus  but  we’ll  take  a 
qualified  beginner.  North  central  Ohio  loca¬ 
tion.  Excellent  benefits,  salary  negotiable. 
Send  letter  showing  us  how  well  you  write 
and  resume  to  Joe  Centers,  Managing  Edi¬ 
tor,  Norwalk  Reflector,  P.O.  Box  71,  Nor- 
!  walk,  OH  44857.  Fax:  (419)  668-2432. 

E-mail:  centers@goreflector.com 
EOE 


!  SENIOR  COPY  EDITOR 

The  La  Crosse  Tribune/Winona  Daily  News  ; 
copy  desk  is  looking  for  a  word  smith  with 
a  flair  for  design  to  work  primarily  on  news 
pages.  Copy  editors/designers  work  for  a 
variety  of  shifts:page  1,  wire  and  local 
!  news  pages  for  either  newspaper.  The  suc¬ 
cessful  candidate  will  have  strong  language 
skills  and  experience  creating  pages  on 
deadline.  La  Crosse  is  a  college  town  and 
health  care  and  retail  center  on  the  Missis¬ 
sippi  River  and  Winona  is  a  college  town 
and  a  manufacturing  and  retail  center  also 
on  the  Mississippi.  Both  offer  great  outdoor 
recreation  opportunities  and  easy  access 
to  Minneapolis/St.  Paul,  Madison,  Wl  and  \ 
Chicago.  Pay  commensurate  with  training 
and  experience. 

Send  letter  of  application,  resume, 

I  minimum  of  three  work-related  references 
I  and  non-returnable  work  sample  to: 

!  Meribeth  Catania 

Regional  Human  Resources  Director 
I  La  Crosse  Tribune 

401  N.  Third  St. 

La  Crosse,  Wl  54601 
E-mail:Meribeth.Catania@lee.net  | 
Application  Deadline:  Oct.  1st  2CX)1  EOE  j 


SPORTS  COPY  EDITOR  -  FLORIDA  ! 
Scripps  Treasure  Coast  Publishing  Co.,  with 
a  combined  daily  newspaper  circulation  of 
more  than  100,000,  seeks  a  sports  edi¬ 
tor/page  designer  to  work  in  a  growing  de-  I 
partment  in  one  of  Florida’s  fastest  growing 
regions.  Responsibilities  include  editing  lo- 
j  cal  and  national  stories  while  designing 
pages  for  daily  and  weekend  Sports  sec¬ 
tions.  This  editor  will  work  with  report¬ 
ers/editors  at  three  daily  Scripps  newspa¬ 
pers  -  The  Stuart  News,  the  Fort  Pierce  i 
Tribune  and  the  Press  Journal  in  Vero  : 
j  Beach.  Looking  for  candidates  with  strong  j 
1  editing  and  design  skills.  EOE.  DWPF.  Send 
resume  and  examples  of  page  design  to: 

Paul  Shea,  Managing  Editor 
The  Stuart  News 

1939  S.  Federal  Hwy.,  Stuart,  FL  34994 
E-mail:  shea@stuartnews.com 


EDITORIAL 


FREELANCE  WRITERS 

An  association  trade  magazine  is  looking 
for  a  few  good  freelance  writers  experi¬ 
enced  in  researching  and  writing  on  manu¬ 
facturing  and  business  topics.  Our  readers 
are  store  fixture  manufacturers.  Please 
send  cover  letter,  resume,  and  clips  to: 

Director  of  Communications,  NASFM 
3595  Sheridan  St.,  Hollywood,  FL  33021 
E-mail;  tracydougherty@nasfm.org 


_ MAILROOM _ 

MAILROOM  M.ANAGER 
Experienced  with  GMA,  Videojet,  Standard 
A  mail.  People  and  organizational  skills  a 
must.  Large  volume  weekly  newspaper. 
Great  opportunity.  All  inquiries  confidential. 
Resumes,  with  salary  history  to; 

Suffolk  Life  Newspapers,  Attn:  IBK 
P.O.  Box  9167,  RK/erhead,  NY  11901 

Or  Fax  (631)  369-5930 

i^LROOM  MANAGER 
Opportunity  in  Zone  1  for  an  experienced 
ma>:room  manager  to  supervise  inserting, 
packaging  operations.  Requires  a  reliable, 
professional  leader  with  problem  solving 
ability.  Previous  management,  scheduling 
and  maintenance  experience  required. 
Please  forward  resume  and  salary  history 
to  Box  2286,  Editor  &  Publisher,  770 
Broadway,  7th  Floor,  New  York,  NY  1(XX)3. 


PACKAGING  AND  DISTRIBUTION  MANAGER 
The  St.  Joseph  News-Press  is  looking  for  a 
creative  and  innovative  manager  to  run  our 
Packaging  operation  in  our  newspaper  and 
commercial  production  facility.  The  suc¬ 
cessful  candidate  will  be  responsible  for  de¬ 
veloping,  motivating  and  training  staff.  Will 
be  responsible  for  budget,  deadlines  and 
quality  standards.  Previous  management 
experience  necessary.  Knowledge  of  mail, 
packaging  and  production  equipment  is  a 
plus.  Send  resume  to: 

St.  Joseph  News-Press 
825  Edmond  Street 
St.  Joseph,  MO  64501 
Attn;  Cindy  Carder,  Production  Manager 


PACKAGING  CENTER  MANAGER 
65,000-r  daily  in  Zone  1  seeks  an  experi¬ 
enced  Packaging  Center  Manager  for 
hands-on  development  of  its’  new  state-of- 
the-art  facility.  We  are  a  quality-oriented 
newspaper  with  strong  desires  to  meet  the 
future  demands  of  advertisers  and  business 
development. 

Requirements  include  a  minimum  of  5  years 
experience  in  a  management  role,  familiar 
with  all  aspects  of  post  press,  and  packag¬ 
ing  operations.  You  must  be  a  detaiFminded 
individual  with  strong  organizational  and 
employee  relation  skills.  Experience  with 
Heidelberg  inserters  and  a  good  mechanical 
aptitude  a  must.  Please  send  cover  letter, 
resume  and  salary  requirements  to: 

Box  2280,  Editor  &  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10003 


MARKET  RESEARCH 


RESEARCH  MANAGER 

I  The  Commercial  Appeal  is  seeking  a  sea- 
j  soned  Research  Manager  to  lead  our  re- 
!  search  efforts.  This  person  will  have  direct 
responsibility  for  managing  our  primary 
;  quantitative  and  qualitative  research  as  well 
'  as  secondary  research  for  client  depart- 
1  ments:  advertising,  sales  development, 
j  newsroom,  marketing,  circulation  and  sen- 
I  ior  management. 

Aside  from  preparing  and  presenting  mar¬ 
keting  and  sales  data  to  our  advertising  ck- 
\  ents,  this  person  will  develop  and  maintain 
!  the  marketing  department’s  SIC  analysis 
j  databank  and  competitive  media  share  re- 
j  porting  informabon.  Will  actively  participate 
I  in  strategic  planning  and  forecasting. 

I  Required;  College  degree  in  a  research  re- 
i  lated  field  such  as  marketing,  social  scF 
!  ences,  business  administration,  masters 
j  degree  or  equivalent  experience.  Five  years 
I  research  or  market  analysis  experience, 
j  Good  computer  skills,  the  ability  to  corrcep- 
j  tualize  sales  presentations  and  research 
j  projects  from  initial  idea  to  final  product. 

Media  sales  experience  is  a  big  plus. 

I  As  part  of  the  E.W.Scripps  Company  family 
I  of  newspapers.  The  Commercial  Appeal  is 
;  the  largest  daily  newspaper  covering  the 
i  Mid-South.  We  are  a  progressive  company 
I  that  values  and  applies  customer  research 
I  and  we  offer  an  excellent  salary  and  com- 
i  petitive  benefits  package.  The  Commercial 
Appeal  is  an  equal  opportunity  employer, 
proud  of  its  talented,  diverse  workforce. 

1  Send  resume  to: 

THE  COMMERCIAL  Af>PEAL 
Research  Manager 
Human  Resources  Department 
495  Union  Avenue,  Memphis,  TN  38103 


PRESSROOM 


I  MIAMI  HERALD -PRESS  OPERATOR 
I  Offset  press  operator  with  5  years  experi- 
I  ence  at  major  metro  daily.  Goss  Newsliner 
j  experience  preferred  but  not  required. 

I  StateK)f-the-art  equipment  and  great  bene- 
I  fits  in  sunny  Miami.  Part  of  Knight  Ridder. 
j  Fax  your  resume  to  Job  Code  PRS-IV  at 
I  (305)  376-2870  or  call  P.  Peterson  at: 

I  (305)  376-2955 


;  PRESS  SUPERINTENDENT 

i  Are  you  a  quality-conscious,  hands-on  press 
supervisor  who  is  comfortable  leading 
others  and  teaching  by  example?  If  so,  this 
;  could  be  for  you.  We’re  a  30,(XX)  circulation 
i  AM  daily  in  the  Deep  South  running  day 
!  and  night  shifts  on  a  9-unit  Urbanite.  Re- 
I  sponsibilities  include  plate  and  press 
;  rooms.  Great  working  environment!  Send 
;  resume,  salary  requirements  to; 

Box  22%,  Editor  &  Publisher 
770  Broadway,  7th  Fir.,  NY,  NY  10003 


“You  have  a  dream  so  you  can  get 
up  in  the  morning.” 

-Billy  Wilder 


—  CLASSIFIED  ADVERTISERS  — 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


w.  editorandpublisher.com 


SEPTEMBER  17,  2001  EDITOR& PUBLISHER  CLASSIFIEDS  C5 


I 

Phone:  1-888-825-9149  ~  CLAHIFIED  ADVEeilSING  -  Fax :  (646)  654-5312  i 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


PRESSROOM 


PRESSROOM  MANAGER 
The  Baltimore  Sun,  a  Tribune  Publishing 
Company,  is  seeking  an  experienced  leader 
to  fill  the  role  of  Pressroom  Manager.  This 
key  position  will  have  responsibility  for  the 
daily  press  operations,  including  all  quality, 
productivity  and  financial  responsibilities  of 
the  department.  We’re  looking  for  a  proac¬ 
tive  leader  who  can  motivate  and  advance 
our  team  to  their  highest  potential. 

The  ideal  candidate  will  be  experienced  in 
all  phases  of  press  management,  including 
operations,  maintenance,  budgeting  and 
scheduling.  Qualifications  include  10-t- 
years  of  operations  experience  at  a  metro¬ 
politan  daily,  excellent  oral  and  written  com¬ 
munication  skills,  computer  and  analytical 
skills,  and  experience  with  financial  budg¬ 
eting  and  preparing  projections.  A  4-year 
college  degree  and  experience  managing  in 
a  union  environment  is  preferred. 

We  offer  an  excellent  compensation  pack¬ 
age,  including  a  401(k)  plan,  medical,  den¬ 
tal,  vision,  life  insurance  and  long-term  care 
insurance.  Mail  resume  and  salary  require¬ 
ments  in  confidence  to: 

Box  2292,  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
An  EOE  M/F/DA 


SALES 


ADVERTISING  SALES  MANAGER 
Come  grow  with  us  in  beautiful  upstate 
South  Carolina.  Daily  newspaper/Shopper 
group  seeks  an  aggressive  Sales  Manager. 
This  position  is  responsible  for  all  hiring, 
training  and  selling  within  the  advertising 
department.  The  successful  candidate 
should  have  at  least  3  years  of  successful 
advertising  sales  experience.  Generous 
compensation  package.  E-mail  resume  to: 
publish@dailyjournalmessenger.com 
Or  fax  to:  (864)  882-2381 
To  the  attention  of  Publisher 


VICE  PRESIDENT  OF  SALES 

•  Excellent  opportunity  for  a  skilled  sales 
professional. 

•  Minimum  of  10  years  selling  local  media 
and  internet  services  to  small  to  medium 
sized  businesses. 

•  Ideally  would  have  sold  a  combination  of 
local  newspaper  or  magazine  ads  with  an 
internet  component. 

•  At  least  2  years  in  the  VP  of  Sales  position 
and  prior  experience  building  a  sales 
team  from  scratch. 

•  Strong  client  network  plus  ability  to 
quickly  recruit  highly  effective  and  profes¬ 
sional  sales  people. 

•  Ability  to  work  closely  with  other  team 
members  to  profitably  build  revenues, 
strategic  partnerships  and  effective  client 
relationships. 

•  Ability  to  travel  extensively. 

•  Bachelor’s  Degree;  MBA  a  plus. 

•  Position  is  located  in  S.F.  Bay  Area. 

Send  resume  and  qualifications  to: 
jobs@bizma.com 


-POSITIONS  WANTED- 


ACADEMIC 


PUBLISHER/GENERAL  MANAGER 
Experienced  publisher  seeking  new  chal¬ 
lenge.  (Dver  25  years  of  experience  in  all 
facets  of  newspapers:  Advertising,  Circula¬ 
tion,  Editorial  and  Pre-Press.  Designed  and 
ran  central  web-printing  plant.  Fligh  energy, 
self  starter  who  consistently  produced  very 
profitable  award  winning  newspapers. 

Tel.  (401)  783T)077 
Or  E-mail:  rickwilsonl3@home.com 


ADVER'nSING 


ADVERTISING  DIRECTOR.  20  years  of  major 
market  experience  including  New  York.  A 
proven,  goal  oriented  competitor  with  ex¬ 
cellent  staff  building  skills.  Best  candidate 
for  Zones  2,  3  and  4.  Call  (610)  872-1793 
or  E-mail  at:  robwest55@home.com. 


CIRCULA'nON 


CIRCULATION  MANAGER,  15  years  experi¬ 
ence  seeking  position  with  small  to  medium 
daily.  (845)  8004084. 


EDITORIAL 


ANYWHERE/ANYTIME 

Editor  and  writer  with  20  years  experience 
available  short-  or  long-term. 
mark@markgyoung.com  /  (212)  683-2489 


ENERGETIC  reporter  looking  for  challenging 
position  on  a  daily.  Welkounded  experience 
covering  local  and  national  crime,  agricul¬ 
ture,  education,  business,  the  courts,  enter¬ 
tainment  and  human  interest  pieces.  Make 
deadlines  with  accuracy  &  professionalism 
while  retaining  a  crisp  sense  of  humor. 
Please  send  E-mail  to:  holly@mlode.com. 


EXPERIENCED  news  reporter  seeking  posi¬ 
tion  with  small  to  medium-sized  newspaper. 
Call  (903)  935-9289  or  respond  to 
jme4540700@aol.com. 


NEWSPAPER  CRITIQUES 
30-year  news  service  veteran,  has  served 
as  sports,  managing,  regional,  features  edi¬ 
tor  during  tenure.  Available  to  critique 
newspapers;  flexible  on  details.  Samples 
available  on  request.  Please  contact: 
mlangdon9405@aol.com 
Or  call  (301)  279-7058 


“When  it  goes  wrong,  you  feel 
like  cutting  your  throat,  but 
you  go  on.  You  don’t  let  any¬ 
thing  get  you  down  so  much 
that  it  beats  you  or  stops  you.” 

-George  Cukor 


uisit  us  on  line  at 
ujuiui. editorandpublisher.com 
for  help  wanted  rates  contact 
Michele  MacMahon  at  646.654.5303 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 


HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $12.75 

1  week . 

.  $11.70 

2  weeks . 

. $11.85 

2  weeks  . 

. $10.30 

3  Weeks . 

. $10.45 

3  Weeks . 

. $  9.00 

4  weeks  . 

. $  8.80 

4  weeks . . 

. $  7.70 

1 2  weeks  . 

. $  8.40 

12  weeks . . 

. $  6.80 

26  weeks  . 

. $  7.50 

26  weeks  . 

. $  5.95 

39  weeks  . 

. $  7.25 

39  weeks  . 

. $  5.60 

52  weeks  . 

. $  6.90 

52  weeks  . 

. $  5.25 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $139 

12  weeks  . 

.  $  108 

2  weeks  . 

.  $126 

26  weeks  . 

.  $  103 

3  Weeks  . 

.  $120 

39  weeks  .... 

.  $  97 

4  weeks . 

.  $115 

52  weeks  . 

. $  92 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 

MKIHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  -*■  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 


C6  EDITOR& PUBLISHER  CLASSIFIEDS  SEPTEM  B ER  17,  2 00 1 


WWW. editorandpubllsher.com 
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EDITORe^PUBLISHER 


20 Oi  tA  e  2/ea/r 


GIVE  US  YOUR  BEST  SHOT... 


Enter  Editor  &  Publisher’s  annual  Photos  of  the  Year  competition  for  a  chance  to 
win  $500.  A  gallery  of  the  best  photos  will  appear  in  our  special  October  29th  issue. 


You  may  submit  all  photographs  that  have  been  published  in  your  paper  or  on  your 
web  site  since  November  1,  2000. 


Please  go  to  unuw.editoraHdpublisher.com/poy 


contact  Daniela  DiMaggio  at  ddimaggio@editorandpublisher.com 
for  further  details,  including  the  Call  for  Entries  form. 
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